os Se AUSTIN REED TO CHANGE AGENTS : 
AA CALL FOR AGGRESSIVE SELLING 


Advertiser's 
Weekly 


ORGAN OF BR ADVERTISING 


UP AGAIN 


Current sales of JOHN BULL are far, 
far in excess of the July-December, 1953, 
A.B.C. weekly net sale figure of 1,132,544. 


Latest exclusive features, such as Vic 
Oliver’s exciting life-story and Hammond 
Innes’ masterly new serial, are helping to 
maintain this position. On March 24th 
when Paul Brickhill’s magnificent life of 
Douglas Bader begins, sales will un- 
doubtedly go higher still. 


With its highest sale and lowest advertise- 
ment rate of any general weekly, JOHN 
BULL is a first media choice for any really 


national advertising campaign. 


John Bull 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD. 96-98, LONG ACRE, LONDON, W.C.2 
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IF YOU'RE 
SHOWING 


Civil servants and 
export marketing 


Sin,--Mr, MeGlynn’s letter 
(February 11) on export market- 
ing and advertising calls for a 
few brief comments: 

Quite a number of British 
manufacturers of cosmetics have 
succeeded in establishing their 

roducts abroad during the last 
ew years. In many cases they 
have been assisted by inter- 
national marketing and advertis- 
ing Specialists, 

It is difficult to conceive of 
anything more illogical than a 
Government advertising agency 
Can anyone imagine an agency 


run by civil servants and en- 
tangled in the inevitable red 
ta 


pe 

Both BETRO and BETAC 
were to some extent Government 
sponsored, and their aims similar 
to those envisaged by Mr. Mc- 
Glynn, The fate suffered by 
these organisations 
knowledge. 

How could any agency of the 
British Government do better in 
foreign countries than the exist- 
ing agencies controlled by the 
nationals of those countries? 
There igs no substitute for local 
knowledge and the ability to 
think and speak in the appro- 
priate languages. 

Whatever information is asked 
of the Government at present by 
way of assistance on exports, is 
usually forthcoming. We have 
always found the Board of Trade 
most helpful, and equally so are 
the various British commercial 
attachés abroad 

But one cannot expect more 
than general information fron 
them, other data being collected 
on the spot by the manufacturers 
themselves or the advice sought 
of qualified private organisations. 

L. HAUSER 
Paul Baratte and Associates, 
4 Park Lane, London, W.1. 


is common 


To The Editor.. 


‘Outdoor industry should challenge 
glaringly inconsistent decisions’ 


Sin,—-The comments of J. 
Dorrington (February 18) with 
regard to the administration of 
the Control of Advertisements 
Regulations would seem to be 
well founded. Those of us who 
have had experience of the work- 
ing of these Regulations since 
they came into force in 1948 have 
long complained of these defects. 

Recently in the Law Journal 
I made recommendations on 
similar lines to those suggested 
by Mr. Dorrington, especially 
with regard to the hearing of 
appeals by a special indepen- 
dently constituted Tribunal, The 
weakness in the present method 
appears to be that, although the 
inspectors appointed by the 
Minister are, on the whole, a 
capable body of men, who per- 
form their functions conscien- 
tiously and efficiently, (a) their 
recommendations and reasons are 
not made known on the spot; 
and (b) they often show signs of 
being drastically revised, if not 
overruled, departmentally by the 
time they are eventually issued 
by the Ministry. 

The inspectors do not appear 
to have sufficient authority to 
make decisions by themselves, 


THIS WEEK 
Prestige “aditorials” for press 
promotion—page 442. 
NEXT WEEK 


Market survey of Lancashire and 
the North West. 


and departmental decisions often 
seem to be governed by some 
general policy, instead of 
applications being decided, as 
they should be under the Regu- 
lations, on their individual 
merits. This may not, in fact, be 
the case, but as Mr. Dorrington 
points out, it is as important that 
justice should be seen to be done 
as that it should, in fact, be done. 
An independent Tribunal would 
remedy this complaint. 

It ake seems to me that the 
terms “amenity” and “public 
safety” have often been inter- 

eted in too wide a serse by 
ocal authorities and the Minis- 
ter, on appeal from them. 
Decisions often appear to be at 
variance with the facts. There 
seems little doubt in my mind 
that the Minister, in considering 
appeals, acts in a judicial capa- 
city, and I have long advocated 


that the more glaringly incon- 
sistent decisions ought to be 
challenged in the High Court, so 
that some guidance could be 
obtained on the correct principles 
which should be applied in con- 
sidering applications under the 
Regulations. 

Unless a more _ reasonable 
attitude is adopted and the pro- 
cedure thoroughly overhauled, 4 
great danger exists that the out- 
door advertising industry will be 
“controlled” out of existence. 

SAMUEL W. MAGNUS 
Temple, E.C.4., 


Too grim a view ? 

Sin,—-How touchy a great 
many people in advertising are! 

Take the letter from Wallace 
B. Grimmer (February 25) refer- 
ring to the derogatory references 
to advertising in a light comedy 
play on called “Boyd's 
Shop.” He suggests there is a 
dark plot against advertising by 
the B.B.C. 

In the same play a parson was 
depicted as “a worldly adven- 
turer” and it was suggested that 
an insurance agent could be in- 
duced to issue a policy after a 
fire. 

In another TV play during the 
same week a Government official 
was depicted as a_ soulless 
machine and a bit of an ass. 

Have the parsons, the  in- 
surance agents, and civil servants 
seen in this a plot by the B.B.C. 
to undermine their status—of 
course not, 

Really it is time that a certain 
section of those engaged profes- 
sionally in advertising took a 
more mature view of life. 

LAWRENCE F. Wass. 
Wass, Pritchard & Co., Ltd. 
* Ed * 

Sir,—The play “Boyd's Shop” 
was beautifully done. 

Surely the lesson to be learned 


from it is that all forms and 
styles of advertising are not 
equally effective but must be 


selected and matched to circum- 
stances. Mr, Boyd obtained his 
success by subtler means than the 
use of posters. 

Mr. Grimmer will also recall 
that after some initial difficulties 
the advertiser not only won the 
lady but presumably Mr. Boyd's 
business as well. 

EDWARD MERNAGH. 
Hayes, Middx. 


CORBETRY & 
UNDERWEAR 


‘Public relations is 
strangling itself’ 
Sir,—All of us in advertising, 


public relations and the asso- 
ciated trades and professions are 


having articles thrust at us 
weekly by men of authority 
telling us about public relations, 
its merits and its necessity to in- 
dustry and commerce. They 
forget to mention, however, its 
obligation to its own future. 


Public relations is slowly 
anes itself. Most of the 
qualified practitioners of to-day 


will be too old to serve actively 
in 15 to 20 years’ time, and who 
will there be to take over? 

The greatest problem for the 
young aspirant is to make an 
opening in public relations. 
Wherever he turns he comes 
upon a brick wall. 

“I'm sorry, but we cannot take 
you without experience.” That 
is the general answer. But ex- 
perience is not to be obtained 
without the chance to prove 
one’s ability and enthusiasm. 
Unless youth is given a chance, 
however, in a decade and a 
half the profession will have 
extinguished its own brilliantly 
eee Se. A. E. BLEACH. 


27 Broadhurst Gardens, 
Hampstead, N.W.6. 


On the ball 
Str,—One appreciates with 
Stuart Lewis (February 18) that 
the object of an outdoor poster 
is to register its message at a 
glance, 

Even so I find it extremely 
difficult to understand how an 
illustration depicting a red 
snooker ball bouncing on a row 
of carpet tacks, can justifiably 
be regarded as calculated to 
stimulate the purchase of a 
specific typewriter? PUZZLED. 
Name and address supplied. 


SELL-ected circulation guarantees you readership among BUYERS 
who are paid to buy corsetry and underwear merchandise. 


Apply for particulars to 47 Hertford Street, Mayfair, London, W.! 


Tel.: HYD 7557/8 
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A WORLD OF ORCHIDS ‘re British orchid (orchis Maculata) 


has one tremendous ambition—to cover the globe, thickly, with itself. Each plant 
produces enough seeds to raise 186,000 young orchids, and Charles Darwin once took 
the trouble to calculate that, even allowing for dud seeds, the orchid should realize its 
ambition in only three orchid-generations. But it doesn’t. Isn’t that odd! 


_ A TOWN OF COUNTRYMEN 


The Countryman (Rusticus), on the other hand, started out 
with the modest ambition of reflecting and recording country 
matters as observantly and sincerely as it could. And yet, 
after only one generation, it is read by 830,000* people every 
season .. . enough to populate a flouriihing town with 
countrymen! Which reminds us that half The Countryman’s 
830,000 do live in towns. What an audience—with The 
Countryman as Town Crier! 


* ABC Net Sale now 83,000; each copy read by an average 
of 10 people. 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, I10 BOUVERIE STREET, E.C.4 CENTRAL 9161 
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From yet another more-than-satisfied advertiser 
comes evidence of TV MIRROR’s 
outstanding pulling power. 


Week by week, as sales go up and up, its 
many keyed advertisements combine to 

prove that this brilliant AP weekly has 
opened up a great and profitable new market. 


Welcomed by an ever-growing audience, 
like the TV personalities it so vividly 
depicts, TV MIRROR assures your message 
of the best home reception among Britain's 
most prosperous families. Book your 

space NOW and share this great success! 


PRESENT SALES EXCEED 


323,000 


AP’s HOME MAGAZINE 
FOR VIEWER 
AND LISTENER 


4d WEEKLY * PAGE RATE £150 


A. W. Burnett, Advertisement Director, 
The Amalgamated Press Ltd., 
The Fleetway House, B.C.4, Central 8080 
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to thousands of 
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Where friendship and 

homeliness sell 

to thousands of 
housewives. 


‘Twice as much should be spent annually 


on advertising’ 


INDUSTRIAL LEADERS TOLD HOW TO 
FIGHT INCREASING COMPETITION 


British advertising must be put on a war basis if it is to 


meet the challenge of world competition. 


This was the warning given by J. B. Nicholas when he 


addressed a number of 


ding Midlands industrialists at 


a luncheon held by the Advertising Association at Birming- 


ham on Tuesday. 

After defining the main and 
most difficult task as the creation 
in this country of a new faith 
and confidence in advertising as 
a major and indispensable factor 
in the commercial armament of 
an industrial democracy—a vital 
part of the machinery of wealth- 


making—Mr. Nicholas  con- 
tinued : 

“A great deal of public rela- 
tions work needs to done to 


correct this lack of understand- 
ing; to dispel the smog of mis- 
conception and ignorance which 
is half suffocating the industrial 
effort and output of the nation. 
Instead of spending £180 million 
on advertising, considering our 
national turnover we should be 
spending twice as much, 


more. When that sum is divided 
among all who would benefit, the 
individual contribution would 
work out at a very modest cum 
indeed—mere chicken feed in 
amount—and yet a great and 
profitable investment. 


“If only our people, high and 
low, could be made to realise that 
advertising can produce as start- 
ling results for Britain as a whole 
—for Britain as a great factory 
—as it has produced for in- 
dividual products; if only we 
could advertise that “a 
product—work—many of the 
national problems that now beset 
us—labour unrest, low product- 
ivity, high taxation and so on— 
would be brought under control 
in a very few s. 

Previously Mr. Nicholas had 
@ Continued overleaf 


Austin Reed Ltd. are in 
the process of appointing 
new advertising agents. 

F. C. Pritchard, chairman 
of F. C. Pritchard, Wood & 
Partners Ltd., told ADVER- 
TISER’S WEEKLY: “ Austin 
Reed and ourselves part com- 
pany at the end of August 
and we part as good friends. 


AUSTIN REED ACCOUNT MOVING 


We have had a good innings 
lasting well over 20 years and 
between us during that period 
we have certainly pioneered 
new fields in retail adver- 
tising.” 

Austin Reed state that the 
appointment of new agents 
can be expected within the 
next few weeks. 


Among those present “Biminsham Gazeue & Despatch’ photograph 


At the luncheon held in Birming- 
ham by the Advertising Association 
in conjunction with the Birmingham 
Publicity Association, 1. to F.: 
Norman Moore, president, Adver- 
tising Association; G. H. Parkes; 
J. L. Verrinder; K. W. Bailey, 


Association; Hon. A ton 

lliffe, president, Birmingham Pub- 

licity Aereppatign FP Weds a 
tudd,. 


McCullough leaves 


PWP board 


Donald McCullough has left the 
board of F. C. Pritchard, Wood 
& Partners Lid. but the agency 
stated yesterday (Wednesday) 
that his services were being 
retained. 


Kraft entering 


margarine war 
Kraft Foods Ltd. will be enter- 
the market 


branded margarine re- 
turns on May 10. 


The J. Walter Thompson Co., 


account is worth well over 


£200,000. 

In America the Kraft 
company, National 
Products tion, is a 


the new line in this coun 
will be known simply as 


margarine. 
Sales and advertising chiefs of 
Krafts were in conference 
(Wednesday) on 
advertising 


yesterday 
their marketing and 
plans. 


Reaches the core of Britain’s 


domestic market simply and 


effectively each week. ZN 
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SWELLING TIDE OF COMPETITION 


Nicholas calls for more 
aggressive selling 


this to say about the attitude of 
business towards advertising: 
“Although something like £180 
million is spent in this country 
annually on advertising and pub- 
licity, it is a curious fact that the 
British business mind, taking it 
as a whole, is allergic to adver- 
tising for some reason which ay 
have its root oe in the Britis’ 
character. The British business 
man does not take to advertising 
with the eagerness and en- 
thusiasm of his opposite number 
in America, for example, There 
the power and necessity of adver- 
tising is fully recognised; it is 
accepted as an integral part of 
the combined operation of 
manufacture, distribution and 
salesmanship. Here it ig still 
regarded in many quarters as a 
rather tiresome necessity--some- 
thing we must do if we must— 
and then very cautiously and 
frugally.” 

Gradually, however, now that 
competition was intensifying at 
home and abroad—more and 
more manufacturers were begin- 
ning to see that advertising was 
one of the necessary instruments, 
one of the indispensable weapons 
of commercial attack. “Adver- 
tising is the spearhead of sales- 
manship,” he asserted, “and the 
Advertising Association is the 
principal organisation in this 
country which is concerned with 
and dedicated to the business 
of making British advertising 
efficient and dynamic.” 


Striking power 


It was surely unnecessary to 
spend any time persuading an 
audience of Birmingham business 
men of the importance of aggres- 
sive, dynamic salesmanship. To 
bring the matter right home— 
where would the motor industry 
of that region be to-day without 
the contribution which had been 
made to its development by 
advertising? 

He emphasised the need for 
export advertising on a larger and 
more ubiquitous scale than was 
ever necessary in the good old 
days of our pre-eminence, 
and more powerful home adver- 
tising to act as a base on which 
the overseas advertising could 

te. 

Mr. Nicholas, paying tribute 
to the various advertising and 
selling bodies, said that they had 
all been actively concerned with 
increasing the striking wad of 
advertising. And they had been 
doing this not only for the adver- 
tising profession, not only for 
publishers, but for the benefit of 
all who were engaged in making 
and selling British goods. 

Unfortunately, many of the 


makers and sellers of British 
goods had not recognised the 
value of the work which the 
Advertising Association has been 
doing for them, with the result 
that the A.A. has been operating 
on inadequate means. “Jf this 
work is to go on as it should go 
on, if it is to expand as it must 
expand, the Advertising Associa- 
tion needs more money and 
more members,” he emphasised. 

British advertising genius could 
stand up to any competition the 
world could offer, but British 
industrialists who, in the long 
run, stood to gain most from its 
assistance, must recognise its 
value and give it more itive 
sup) rt than they have done up 

© present, 

° The number of manufacturers 
and advertisers who are members 
of the Advertising Association is 
far too low, The number who 
nee not members is far too high,” 

said. 


‘Ditherers will go down’ 
—agency warning 


Commenting on the arrival of 
keener competition, the Pea- 
cock Digest, issued en 
by S. C. Peacock Ltd., says: 

“Many manufacturers are find- 
ing that it is now costing them 
much more im advertising and 
selling costs to sell their pro- 
duction than it did two years 
ago—and the answer is by 
and large in the competition 
offered by all classes of goods 
competing for the curios of 
the household budget. 

“Those who are bold in their 
selling and advertising will 
maintain their sales. 

“Those who dither or produce 
indifferent products will go 
down. 

“The next year will show a con- 
siderable stabilising of sales, 
selling costs and _ public 
demand for products. 

“One factor only will release 
more money for puicnases and 
that is further reduction in 


Sales managers told to welcome 


rivalry in export markets 


ADVERTISING by one’s competitors in the overseas export 

markets was to be welcomed instead of feared, Hugh 
Walker, an account executive of the J. Walter Thompson Co. 
told the Incorporated Sales Managers’ Association in London. 


Mr. Walker was one of three 
speakers, all of whom dealt with 
a different overseas market. His 
subject was the Continent. 
Desmond Eyles, export adver- 
tising manager of Doulton & 
Co., Ltd. talked on North 
America, and H. F. Chilton, 
export advertising manager of 
Horlicks Ltd., It with the 
Asian field. 

Introducing a product to the 
Continental market, Mr. Walker 
said, required a ie in the 
consumers’ buying bits, R. 
change that could not 
brought about by one — 
tiser. Thus the welcome for 
one’s com c~ “who after 
all,” he added, “are only preach- 
ing the a " gospel. - 

For the North American 
market, said Mr. Eyles, it was 
best to stress the attractions of 
one’s product, and not neces- 
sarily the quality. He con- 
sidered that editorial publicity 
was the best type for the market, 
for a well-written article in a 
trade magazine, complete with 
good photographs, drew many 
enquiries. 

he power of the spoken 
word among the semi-illiterate 
millions of the Asian countries 
was emphasised by Mr. Chilton. 
Radio programmes, films—india 
is second only to the U.S.A. in 
the production of the world’s 
films—and travelling salesmen 


with loud-speaker vans all played 
a vital part in erg | “this vast 
potential market i 
millions.” 

Market research was almost 
impossible aad valueless—‘“for 
the obvious reason,” said Mr. 
Chilton, “that the Asian will tell 
you ¢cxactly what he thinks you 
want to know!” 

M. Shepherd, of the Board of 
Trade information division, 
briefed members on the use of 
this division, and on how to get 
feces radio and television pub- 
Peay abroad through the Central 

Office of Information. 


| Pressing the button 


purchase tax. Some purchase 
tax concessions have already 
been made and there is reason 
to believe that further reduc- 
tions are to follow. 

“One other factor is the possi- 
bility of recession. There is 
evidence of a form of reces- 
sion in the U.S.A. and talk of 
a not too distant one in the 


U.K. 

“It is probable that these predic- 
tions are not without founda- 
tion and it is the firm who 
makes an intense selling effort 
now who will best weather 
any forthcoming trade reces- 
sion.” 

6 9 ° 
Scotsman’ lights 
an asset to 

s . 
Edinburgh 

Permission has been granted 
by Edinburgh Planning Com- 
mittee to the Scotsman Publica- 
tions Ltd, to floodlight the north 
elevation of their building which 
faces Princes Street. 

Lord Provost Sir James Miller 
said, “I think it would be an 
asset to the city to have this 
part floodlit.” 

No objection was offered to a 
proposal by the firm to erect a 
neon sign bearing the words 


The Scotsman above the entrance 
doors in North Bridge. 


Journal changes 
hands 


With the March edition of the 
Toolmaker and Precision En- 
gineer the magazine passed into 
the ownership of Sawell Publi- 
cations Ltd. Former proprietors 
were Penton Publishing Co., Ltd. 

Sawell Publications Ltd. 
already print a selection of tech- 
nical journals, including Mass 
Production, Product Finishing 


and Time ani Motion Study. 


During a visit to the “Southern Daily Echo” 


Southampton, Ald. Mrs. V. F. King, started one of the rotary presses. 
Left to right in this sou are Ald. Mrs. King, the Mayoress, Ald. Mrs. 


M. OTT Col. G. F 
and C. 


erkins, deputy chairman of Southern Newspapers 
F. Carr, general manager and editor f. 


printing works, the Mayor of 
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Union dispute hits food section 


Home Exhibition 


MAY leading food manufacturers are unable to be 

represented at the Daily Mail Ideal Home exhibition 
which opened at Olympia on Tuesday. As a result of the 
continued dispute between the National Federated Electrical 
Association and the Electrical Trade Union almost the entire 


food section has had to be abandoned. 


In addition the 


housing section is also severely curtailed. Representatives of 
the E.T.U. distributed leaflets outside Olympia. 


Among the leading national 
advertisers hit by the dispute— 
many of them use the exhibition 
every year as a testing ground 
for new products—are Batchelor 
Peas Ltd., Bovril Ltd., Chivers 
and Sons, Ltd., Crosse and Black- 
well Ltd., H.P. Sauce Ltd., H. J. 
Heinz Co., Ltd.. Keen, Robinson 
and Co., Ltd., Kraft Foods Ltd., 
Marmite Food Extract Co., Ltd., 
Meredith and Drew Ltd., New 
Zealand Dairy Products Market- 
ing Commission, Peek Frean and 
Co., Ltd., Shredded Wheat Co., 
Ltd., Smiths Potato Crisps Ltd., 
Stork Margarine and Weetabix. 


Baking machinery 

Centre exhibit in the skeleton 
food section is devoted to 
Australian produce, Both Nestlés 
and Cadbury’s have large stands, 
while Hovis have again installed 
machine for baking Hovis 
bread and rolls. 

General decorative theme of 
this year’s exhibition is taken 
from Greek mythology. The 
Arcadian scene is presented with 
Apollo, the Sun God, in his 
chariot, driving his team of giant 
golden and winged horses on an 
aerial gallop above the long main 
aisle, towards Diana, the Goddess 
of the Moon. Sir Hugh Casson 
together with Christopher and 
Robin Ironside were responsible 
for the design. 

Beneath the 390 feet of ca 
along the main aisle is an under- 
lay of foam rubber, the largest 
area of Dunlopillo ever supplied 
by Dunlops for one contract. 
Another feature is the Street of 
Carpets, an exhibition of some 
3,000 carpets and rugs staged by 
The Times Furnishing Company. 


Caravan Town 


Caravan Town is again on 
show with some 40 models 

esented by 15 different manu- 
acturers. Title of the Wills 
exhibit is “400 years of smok- 
ing” which explains the history 
of smoking from the days of 
Columbus right down to the 
present day. On the same stand 
the manufacture of Wills Whiffs 
is demonstrated. 

Many leading publishers are 
again represented. This year 
Family Doctor magazine 1s spon- 
soring a rest room complete with 
a staff of trained nurses, The 
Evening News are _— issuin 
special editions from their stan 

New cookers, refrigerators 
water softeners, electric and 


steam irons, and vacuum cleaners, 
are being introduced in the 
domestic Titoer saving section. 

Britvic have a large exhibit 
entitled “The Orchard of Liquid 
Gold.” Amid the cries of cock- 
atoos, parakeets and other trop- 
ical birds visitors walk around 
an “orchard” of oranges, grape- 
fruits, tomatoes and pineapples. 


* 
Talking shop 
feature for 
. LY +] 
Esquire 

The British edition of Esquire, 
the first issue of which will be 
published on Friday, May 14, 
will carry a Talking Shop fea- 
ture to be edited by Doone Beale 
who has left the advertisement 
department of Condé Nast Publi- 
cations Ltd. 

Esquire is to be blished 
from 39 Upper Brook Street, 
W.1, a seven-floor building at 
the Park Lane end of Upper 
Brook Street. 

New appointments to the ad- 
vertisement staff of the maga- 
zine include E. B. Every, for- 
merly with Hulton Press Ltd. as 
senior representative, and Mrs. 
Delia Gould, who will also be a 
space representative. 


Demand for smalls 

A half-page of classified ad- 
vertisements every weekday and 
a full page on Saturdays are 
planned for the Daily Sketch to 
meet with the increased demand. 


BIRDS SING ON BRITVIC STAND 


A model of the Britvic stand—The Orchard of Liquid Gold.” O 
the most elaborate exhibits in the whole show it fin b Provarial 


er Lid. in co-operation with 


Lohman and J. Nickrasz. 


the Polish designers, Knapp, 


The exhibit covers an area of some 


3,000 square feet. 


Six signs well known to race- 


pees Deus and © 96 &, tong 
oarding carrying ai book- 
maker's sign—will not be seen 
on Epsom Downs this year if 
the Surrey Planning Committee 


PLANNERS WANT TO STOP SIGNS 
ON THE DOWNS AT EPSOM 


GORMAN FORMS 
NEW COMPANY 


A. J. Gorman, of Nottingham, 
who for some years has been 
specialising in point of sale pub- 
licity, has now formed Gorman 
Advertising Ltd., which will 
handle shop window and counter 
displays, outdoor advertising, 
direct mail, packaging, the design 
of self-service units for manufac- 
turers, and, in time, some news- 
~—— and periodical advertising. 

r. Gorman is managing 
director, and his co-directors are 
A. B. Hibbert and J, G. Hibbert. 


At a party to celebrate the formation of Gorman Advertising Ltd., 
Nottingham, |. to r.: J. G. Hibbert (director), A. J. Gorman (managing 
director), H. Hibbert and S. Bull (respectively managing director and sales 


manager of Pretty Polly Hosiery), and A. B. Hib 


t (director). 


have objected to the 


ISMA to hear 
. - 
Minister 

Theme of the 1954 annual 
conference of the Incorporated 
Sales Managers’ Association is 
“From theory to reality in sales 
management.” The conference, 
which is to be held at the Palace 
Hotel, Buxton, May 21-24, will 
be addressed at its opening ses- 
sion by Mr. D. Heathcoat- 
Amory, Minister of State, Board 
of Trade. 

Under the general heading, the 
conference will discuss reclity in 
sales force recruitment and train- 
ing, in sales forecasting, and in 
expansionist sales planning. 
Speakers will include: R. A, 
Twomey (Spillers Ltd.), A. Anson 
(Quaker Oats Ltd.), E. J. Rainey 
(field sales controller) and W. E. 
Wood (assistant sales manager, 
Lamson Paragon Supply Co., 
Ltd.), R. N. Wadsworth (Cad- 
bury Brothers Ltd.), and Colonel 
J. R. Harper (British Cellophane), 
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; It is also stated that the 8 ft. 4 
high hoarding in Downs Road : 
bearing the bookmaker’s signa, 7 
its way. that of Douglas Stuart Lid., 5. 
In each case the committee turf accountants of Brook St, 4 
2 W.1, has been objected to as a 
danger to the public. 
An appeal to the Ministry of Zt 
Town and Country Planning is Bi 
being considered by Stuarts, a 
who say that the sign has been 
=e for more than 25 years. 
he public house, the fate 
Arms, carries five signs for 
& Overton's Breweries - 
Lid. The smallest is 3 ft. by a 
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on the roof, is 29 ft, by 6 ft. 
, ad ~ a > lies on re, mA 
a 7 | - 
i ae e * al n rm " 
ee , ¥ ; ~ . 
3 ad 5 Ext 2 mitt & j 4 i ’ ig : 
a Se ‘Se + 
©& ,' te ‘oo ee 
at S ey, gine” > eS 
- lll oe | 4 — 
: ss, begs: iy of o's f r ty BS 
; =_— - 4 
@ 
” 
ber : 
/ iy 
oa si. oy oe a ee. a ee 3 2) ae _: —) i ce 


ADVERTISER'S WEEKLY 


Clubs help to cut heaidectraliba’ ads Fi 


Walter W vy deft) 


in- 
vested with the insignia on. 
chairman of the Bradford Publicity 


Association by the Lord M. - 
Angus Crowther (right). 
on is the an oe chairman, Charles 


Influence in the 


city praised 


Belief that the work of the Brad- 
ford Publicity Association was “of 
eat value and influence” to the 
¢ of the community was, - 
the © Angus 
owther, when invested the 
tion's newly chair- 
man, Walter Williamson, with his 
insignia of office 
© 4 Mayor said he petieved 
pane te be guided 
princip importance 
description, and of making 
attractive so that it would win the 
attention and custom of people to 
whom they were appealing. 


Club News 


East Anglia 
Advertising a part 


of public relations 


Criticism of the negative attitude 
of some public pommone men to 
advertising was voiced b 4 F. Murray 
Milne, a director of J. Lyons 
Ltd., in a talk to the East Anglian 
Publicity Club in Ipswich. 

“I deplore,” he said, ‘the 
muddled minds of those who think 
public relations is something you 
substitute for advertising. dver- 
tising is an integral part of public 
relations.” 


LESLIE ROOM AT 
NEWCASTLE’S 
ANNUAL asap 


Britain may have toe 
on esveriains to | to kee —t fully 
employed Am director 
general of the Sy A Associa- 
tion, told the Newcastle Publicity 
Club at the club’s annual dinner. 

He said that in 1952 about £200 
million was spent in advertising and 
although that may seem a large 
figure it was only about two per 
cent of the nation’s turnover. 

Publicity clubs, with the advertis- 

associations, had made strenuous 
orts to eliminate undesirable ad- 


goods 
Oflered Ter both vaiae and guy. 
Harriet P. Tearey, discussing 
housewife’s reaction to advertising, 
said she hoped that the profession, 
by its deals and _ self-imposed 
restraint, would strive to make pub- 
uae in all its forms a power for 


ORE cane wes ctentel by the 

Lord Mayor and 

Ald. and Mrs. W. 
ident of the club, 


» presided; an omas 
Gray, chairman of the club, and 
James T. Border, advertisement man- 
ager of the Sunday Sun, also spoke. 


London 


Panel discuss films 


A film made for Ovaltine in 1927 
Publicity Films Ltd. was ono of 


items in a programme of 
advertising films at a meeting of the 
Publicity Club of on 
The Meeting hich organised 
which was 
by A. M. Malin, sales “rem 
of Theatre Publicity Ltd., 


id at Film House, Nardout 
Street. Many examples of the 
different techniques used in screen 
os —_ shown, and almost 

type of advertising film and 
film was included in the pro- 
ommme. 


evening closed with a 
question and an aaa including 
mald Carter is G.B 
CPreatre film ow Ww. hy 
tre Publicity Ltd), J 
Piperno (Theatre Publicity a 

Annett (Screen Audiences Ltd. 
M. Faber (Langford & Co., Ltd.). 


Friday, March 5 

Pusuictry Cius OF Leaps, 

Fling. Capitol Ballroom, - 
wood, 8 


p.m 
Pusucrry CLus oF PortsmMouTi 
ann Sourusea, G, 
trends, sims 


advertising through 


Cus oF i Prrea- 
BonovoH, Debate on “Modern art 
training is not conducive to good 
commercial art in advertising.” 

INCORPORATED SALES MANAGERS 
Association, National ladies’ night. 
Chrosvenor House. 

Saturday, March 6 

> Srgaxiwo Cowrest (firs 
round), Berks and Bucks v, Pub- 
lichy Club of London. Berkshire 
Club, Blagrave Street, Reading. 

Monday, March 8 

Baisto. anp West Pus.iciry 


ADVERTISING DIARY 


Cis. , Vivien Ridler on Mt) na 
graphy.” Carwardines, Baldwin 
Street. 6.30 p.m. 

Tuesday, March 9 


S AND BuUcas Pusticity 
W. Harold 


Mytton-Davies on “Screen Printing.” 
Wednesday, March 10 
— a or Pustic RELATIONS 
luncheon. Major-General D. C. 
Spry on “The Boy 
ment—a public relations problem.” 
Shaftesbury Hotel, 12.45 p.m. 


Hyde Park Horel, 
Cius or Gtascow 
Maurice Lindsay and 
Lindsay 


Over 450 members and guests attended the annual Ladies’ 
Manchester Publicity Association at the Midland Hotel. Guests were 
received by Laurence Scott (extreme right), = of the ——— 


seen here with Mrs. Scott, and by 


the 
and ae Paessler (left). 
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Evening of the 


sc E. Paessler 


Cotswolds 
Less good copy ? 
BE. C. Mackenzie, a director of 


W. S. Crawford Ltd. and 
director of Sir William Cra 
& Partners Lid., s ing on “The 
Use of Words in 
the Publicity Club of the 
that 


portance 
given to out and presentation. 
4 advertisement had to 


getting 
,a. as possible into this 
— J formed club. 


Southampton 
Contribution to 
local life 


The deput Bes a of Sovtheme- 
ton, Cr. Cutler, com- 
mended members of Southampton 
Publicity Club for their contribu- 
tion to the cultural and social life 
of the town, when she spoke at the 
club’s annual dinner dance. 

She said that in the past four 
years in her mayoral and civic 
capacity, she had been closely asso- 
ciated with the organisation “ae 
had had numerous opportunities of 
seeing what important work mem- 
bers did for the community. 


Cardiff 
Festival plan 


At Cosi Pubtichty Chub, oar 
born Diana Mor, 


actress, spoke on “My pe 
and Confessions.” 
Her ion that Cardiff estab- 


and 
music on the lines of Edinburgh's 
festival provoked discussion. 


CONTEST JUDGES — 


Judges for Saturday’s London 
Area semi-final in the national ty 


lic speaking contest, org 

the Advertising Association, between 
the Berks & Bucks Publicit a an 
and the Publicity Club of don 
at the Berkshire Club, Reading, will 
be Col. G. S. Field, Prof. Edith 
J. Morley, and John R. Booth, 
honorary secretary of the Advertis- 
ing Club of Oxford. 


Club students 
prepare mock 


oil-heater. 

Spokesmen in each syndicate, 
acting respectively as account 
executive, media manager, copy- 
writer, production manager, and 
so on, each presented their sec- 
tions of the work, ostensibly to 
the directors of the manufactur- 
in ny, R. E, Plummer 
(Walter arce Ltd.), C. W. C. 

arrow (Ford’s esr Ltd.) 
F. E. Tucker (J. S. Fry Ltd.), and 
L. C. is (Ford’s Adver- 


account executive; R. 
Whitlock (UJ. S. Fry Ltd. ia; 
J. Florence (Glovers A vertising 
Ltd.), copy. The second was: 
R. H. Bath (C. & E, Layton, 
Ltd.), account executive; R. 
An (Western Daily Press), 
media; R. R. Jordan ag f 
Pearce Ltd.), penny aes Oe nee K 
May (Mar & Hall Ltd.), 
production. 

Each syndicate revealed the ex- 
tent and nature of its campaign 
stating reasons, and the amount 
of the allocation it proposed to 
spend, naming the newspa 
and periodicals to be used. 
syndicates presented proposed 
letters to retailers, advertisement 
copy and layouts in detail, 
crowners, and brochures in full 
colour. 

R. E. Plummer, the club’s 
education chairman, told ADVER- 
TISER'S WEEKLY he was more 
than pleased with the remarkable 
results produced by the students. 
“Enthusiasm has been more than 
well maintained as can be seen 
by the material presented.” 

Pe syndicates are to present 


a7 and then, on 
March 2, a closing conference 
will be held. 
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ag a campaigns 
a : First fruits of the Bristol and 
; . 7 West Publicity Club’s educational 
of ineffective and second-rate described as an 
i ducts with good advertising ‘had Sirens comin wabene os: 
; gone. " pense,” were saled when ¢ 
He stressed throughout his talk ialenteqnaiiuntes a thei 
ee the importance of sincerity in sor of presented 
| 4 writing, and said that he tho versions complete advertising 
gag that there had been a decline in campaigns for ‘Cositose, an 
-_OCOoOe Po 
: be directed at women, who directly 
eee | CE = or indirectly purchase everything, 
| _ 7 a | 
. — po 
; Cis, 
4 vertising typography.” Berkshire 
ve the years. * Club, Reading 7.30 p.m. 
: J ‘Pum K iY * Cus “a be —/ Recent Apverrismo Cis. Peter 
, luncheon, R. J, Frizzell on “The 
4 i hand and the shamrock.” — 
Or, Friday, March 12 
AA INCORPORATED ADVERTISING MAN- 
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Public relations ‘no 
job for amateurs’ 


A leading politician and a leading advertiser, speaking at 
the annual dinner of the Institute of Public Relations last 
Thursday, both decried amateurism in public relations. 


MARKETING 
METHODS 
UNDER FIRE 


British and American market- 
ing methods were both criticised 
in a talk by Roger S. Falk, 
director-in-charge, Marketing 
Development Co., to 
Lancashire section of the Incor- 
porated Society of British Adver- 
tisers. 

Mr. Falk, who has just returned 
from another visit to North 
America, found that there almost 
too great attention was paid to 
the consumer. He was some sort 
of demi-god, who could not 
be wrong and was pandered to at 
every turn, 
In Britain, 
nothing like 
enough at- 
tention was 
paid to the 
consumer; 
he or she had 
to take what 
the manu- 
facturer 
thought was 
good for 


can philosophy resulted too often 
in a genera] tastelessness of 
design, a sameness, anonymity of 
merchandise which, designed as 
it often was for quick sales and 
speedy obsolescence, lacked the 
= of much that was pro- 
uced in Europe. 

There were both strengths and 
weaknesses in the American's 
tremendous acquisitiveness, his 
ceaseless search for somethi 
new and different. The stren; 
lay in the challenge to the 
manufacturer, the inventor, the 
designer, the distributor, the 
salesman; the weaknesses were 
underlined by the fact that 
Americans tended to get bored 
with, and quickly discard, much 
of what they bought, which was, 
in any event, often a “gimmick” 
that was a nine-days wonder. 


MEN’S TRADE FAIR 


Twice daily all-male fashion 
parades of the latest styles in 
ready-to-wear clothing are a 
feature of the first Men’s Trade 
Fair, which opened at the Royal 
Festival Hall on Tuesday. The 
fair, sponsored by the magazine 
Style for Men, is devoted exclu- 
sively to men’s wear, and ends 
to-morrow (Friday). 


Mr, Harold Macmillan, M.P., 
Minister of Housing and Local 
Government, said: “Public rela- 
tions is not a_ dilettante or 
amateur affair. Whether it can 
be taught by teacher or tested by 
examination would, I think, be 
controversial; but it must 
learned, and it has often to be 
learned the hard way.” 

P. Eliot Warburton, president 
of the Incorporated Society of 
British Advertisers, recalling the 
“sad struggles” of the Ministry 
of Information to get on its feet, 
commented, “Public relations is 
no game for amateurs; it requires 
endless attention to detail.” 

Mr. Macmillan said: “If politi- 
cal democracy is to survive it can 
only, in my view, do so by being 
based on truth and knowledge. 
This is the best and only sound 
form of public relations.” 

After paying a tribute to the 
officers charged with public rela- 
tions in his own department— 
“I am really surprised when I 
read in the press what splendid 
things we do!”—he went on to 
comment on the growth of the 
Institute. Born in 1948, it now 
had 400 members, 50 overseas, 
representing industry, commerce, 
the consulting profession, central 
and local government, and many 
associations and societies. 

“This is a fine record,” he said. 
“You have in your Institute a 
growing authority, with a great 
power for a great 
responsibility.” 

Remarking that public rela- 
tions functioned not merely 
between an organisation and the 
public it served, but also within 
the organisation it served, he 
thought that the latter was one 
aspect in which there was still 
much to be learned. 

Mr. Warburton said: “We 
know that there is a danger that 
Government propaganda may 

® Continued on page 460 
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Council 
favour the scheme because it 
will mean additional revenue. 

Berkshire County Council 
oppose, and are expected to 
argue on a proviso in the 
Town and Country Planning 


Posters near a Royal home 


Act that before any advertise- 
ments are put up within two 
miles of a Royal residence, 
the consent of the Crown 
must be given. 

The proposed hoardings 
would be erected in the cor- 
poration’s car park which is 
overlooked by the towering 
walls of the Castle, 

It is near St. George's 
Chapel, where the Royal 
Family attend services when 
in residence at the Castle. 


Photocomposition would lead to 
more fluid type design 


Much more fluid design 
and an increase in the amount 
of lithographic printi would 
result from the use of photo- 
composition, said James Moran, 
editor, Printing World, when he 
addressed the Northern Counties 
Mono Users’ Association 
annual luncheon at the Midland 
Hotel, Manchester. Mr. Moran 
was giving an address on 
“Monophoto: Its Future Effects.” 
He emphasised that as photo- 
composition would do away with 
type heights, it might help to 
revolutionise advertising in- 
troducing “some really lic 
faces. and brighter and gayer 


printing. 

The toast of the Mon 
Corporation Ltd., hosts to 
Association, was given the 
president, Charles H. \ 
manag director, Gardham- 
Jowett (Printers) Lid., of Leeds. 


Beaverbrook 


Newspapers now 
The London Ren sgn roo 
per group—w contro 

Siochelder is Lord Pon es 

—is to change its name to 

Beaverbrook Newspapers Ltd. 
The old name goes because of 

the group’s growth since it was 

formed 39 years ‘ 
Shareholders will be asked to 
approve the new name. 


At the Institute 


Relations annual dinner, |. to 7.2 A. A 


Public \ , 

McLoughlin (president), Harold Macmillan, MP. (Minister of Housing 

and Local Government), Mrs. McLoughlin, and Sir Stephen Tallents 
(founder president of the Institute). 


Sir Richard Sn a director 
of the Monotype rporation, 
and C. W. G. Paulson, assistant 
general manager, replied. 

The Nationa] President of the 
Association, Capt. Charles 
Birchall, called for discussions in 
the association on costs and out- 
put of Monotype plant. 


House organ in 
ocal paper 


A “paper within a paper” is 
now the house organ of the 
Scottish knitwear firm, Lyle & 
Scott Ltd., of Hawick. 

The firm fs buying a anny 
two pages of advertising space 
the focal Hawick News, and in 
those two pages printing along 
orthodox newspaper lines its 
own paper, complete with edi- 
torial, news stories, features, 
sports reports and a strip cartoon. 

This month's “splash” story 
covers the trip to America of 
the firm's chairman and mai 
ing director, Charles D. Oliver, 
who thought up the paper, 


The changing 


consumer market 


Articles dealing with modern 
aids to business progress, elec- 
tronics in industry and prospects 
for some individual industries 
are included in the annual Man- 
chester Guardian “Survey of 
Industry, Trade and Finance,” 
published on Tuesday, price 2s. 

Other articles ude “Fifty 
Million Customers”—an original 
study of the changing British 
consumer market, and “Report 
on the North-West”’—how the 
birthplace of the industrial revo- 
lution is adapting itself to the 
conditions of to-day. Four pages 
of industrial photographs form a 
special feature. 


IAMA DINNER 
Kenneth Horne will be the 
guest of honour at the annual 
dinner of the Incorporated 
Advertising Managers’ Keeotia- 
tion, to be held at the Hyde Park 
Hotel on March 12. 
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A public inquiry as to 
| Whether More O’Ferrall Lid. 
should be allowed to erect 
| hoardings near Windsor Castle 
| was adjourned, on Tuesday, 
i until March 24 to suit the 
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Cyril Pounds is 
to retire after 
fifty years 


After 50 years with Associated 
Newspapers and the Northcliffe 
Newspaper Group, Cyril Pounds is 
retiring at the end of this month. 
He will be 70 in April. : 

R. H. Penney, advertisement 
director, Northelilfe Newspapers 
Group, in a tribute to “this old cam- 
paigner of newspaper space —s 
describes his career as “a trul - 
nificent record of loyalty an hard- 
working interest in the job, and a 
fine example for younger gencra- 
tions.” 


Mr. Pounds joined the Daily 
Mirror as @ junior one week before 


it officially started in November 
1903. Alt After about 12 months, 
Warcham Smith, then advertise. 


ment director of Associated News- 
pers, brought him to the Overseas 
aily Mail, of which he became 
advertisement manager about the 
end of 1904. Later he transferred 
ad the Evening News, with which 
remained lee about 25 years, 
=. advertisement manager for a 
period. It was in January 1929 
that he moved to Northcliffe News- 


pers Group, helping to start the 
Newest Evenin orld and the 
Bristol Evening World, and he has 


remained with the Group for the 
last 25 years. 

Among the changes that have par- 
ticularly impressed Mr. Pounds 
during his long career have been: 
developments in the a ye of 
advertisement design; growth 
of industrial ofertains te in the lay 
press; = improvements in news- 


out and pictures. 
papers an Mrs. Pounds will spend 


their retirement in a_recently- 
acquired bungelow at Flackwell 
Heath, near noth is Wycombe 
Their son ms London 
representative ” vorkahive 
Evening News. 

Sales director for new firm 

Sales director, in char of 


advertising, of the newly formed 
lastics —_, Maniplastics Ltd., is 
5 ‘1-year-old Garrini. After 
serving in a ‘Navy he joined 
British Radio and Television as 
advertising manager for two years, 
after which he was for two years a 
director and account executive with 
Strand Publicity Ltd. For most of 


last year he was manager of 
Creators Ltd. 
a. * * 
In addition to John Allison, 


recently appointed Newsweek cir- 
culation man for Southern Europe, 
Peter Herse’ has now joined 
Newsweek as Northern European 
representative. Vv. Barnes, 
Newsweek New York manager 
(International editions) is, at present, 
on a few weeks’ visit in this country. 
+ a * 

M. D. Lambert, editor and pub- 
lisher of La Vie Francaise, the 
French financial and _ industrial 
newspaper, has been elected first 
vice-president in Paris of the 


National Syndicate of the Economic 
and Financial Press of France. 


George Rollason has become 
chairman of the board of Unicorn 
Head Visual Aids Ltd. and M. A. 
Hooker ane director. 


* 
Geom “piling, 'p production man- 
cow es John mington Litd., has 
the father of a second 
daughter “Jacqueline Cane. 


F. J. ,_—_— aes, manager, 
subscription books division, George 
Newnes Ltd., has been appointed to 
the board of George Newnes 
(Australia) Pty. Lid. r. Ryder is 
at present on a tour covering Africa, 
ereres Sapce~ and _ 


Script for a_ record » 
“Love is the Keynote,” introduced 
by Denis McCarthy at midday on 
the Home Service on Tuesday, was 
written by A. R. Jefferson, an 
account executive at the London 
branch of Wahi Asmussen & Co. 


Group manager resigns 


F. L. Kay has resigned from the 
peeien of group manager of the 
orthampton grou = 2 of Mills & 
peg Ltd. . T. Courtney- 
Lewis, Doncaster group manager, 
has been appoin to the vacant 
fest in Northampton, and B. K. 
erbert, assistant manager in Hull, 
to the post of Doncaster group 
a, 


a 

Victor "Setter, OBE. joint man- 
aging director, "Belfast Telegraph, is 
at present in London contacting 
friends and business associates. He 
will attend the Advertising Associa- 
tion luncheon at Claridges to-day 
(Thursday) to hear Lord Layton 
talk Can se 


H. W. R. Perkins — joined 
Roles & Parker as technical author. 
Mr. Perkins is a graduate of Stan- 
ford University, California, going 
there from Oundle, under an ex- 
change of students scheme. He 
was at one time information officer 
with the Institute of Weldin . ~ 
later with D. Napier & Son 
technical met. 

* 


Elected” as vice-president of the 
Master Sign Makers’ Association is 
F. W. Howard C mana 
director of Widd (1934) Ltd. 
Star Solus Sites, pace 

7 


a 

Jack Brown, a ~ htt grandson of 
the founder, David Allen, has joined 
the board of David Allen & Sons, 
Ltd. He is at Fs song area manager 
in the North West area comprisin 
(acattibe, Cheshire and North 


* * * 

R. E. Wright, a former director 
of Planned Art Lid., has joined 
Scott-Turner & Associates Lid. as 
a senior account executive. 


yce Brown, formerly chief 
industhnt on ag ya with. F R. 
Logan Ltd., has moved to Mariani 
Braithwaite Ltd. as nae and 
personal assistant to D. H. Wilson, 
a director. 
* - * has - 
Donald urrey been  ap- 
pointed press officer in the publicity 
oon riment of Warner Bros. He 
1 work under Jack Francis, pub- 
icity director. Mr. Murrey was for- 
merly with the Circuit Management 
Association publicity department. 


Wilkie (Kemsley Newspapers, Manchester) presents the hag 
to mark his move to Glasgow. : Clarke, Ale 


Alex Wilkie is 
feted: off to 
Scotland 


“Unique even for Manchester” 
was how Tom Harper (director, 
Osborne-Peacock Ltd.) described 
a party, of which he was chair- 
man, to wish “Hail Caledonia!” 
to Alexander ilki 
Western representative of Kems- 
ley Newspapers, who is returning 
to Glasgow as advertisement 
manager of the Sunday Mail. 
No fewer than 97 were present 
from Manchester’s newspapers, 
agencies and printers. 

The presentation of a 
wrist watch was made by -y 
ess and publicity a 


With three new additions, the 
production department of e's 


numbers more than 40. 
—— rong agent artist and 


was a... ‘with Ke Wanye Ader Adver- 
tising Agency for six years. 
Margaret Barrett was formerly with 
Arks for seven years, 


OBITUARIES 


Mr. Nash joined Godfrey Phillips 
i and a few years 
succeeded his father, 
advertising manager. 


Advertising Association. 
He leaves a widow, a son and a 


Edward Beanland 


me ay of the 
d Bea 


“iitioncy and friendliness during 
his 23 years in Manchester were 
also paid by Graham Norris 
i Joseph Cockshoots 
Ltd.), representing the advertisers, 
and Eric Schofield, ex-Kemsley’s. 

Highlights of the event were 
the piping in, by Pipe Major 
Hugh Cameron Clinie, 
haggis carried by Allan Edgar 
(manager of S. C, Peacock Ltd., 
Manchester); Mr, Wilkie’s amus- 
ing reminiscences; 
Scottish scroll and seal b 


the Publicity Club of 


D. M. Mathieson 


founder and editor 
Monthly and the Golfers’ 
died on Friday, aged 78. 
He founded the Golf Monthly in 
1911 and has edited it since. Mr. 
Mathieson was formerly managing 
director of the Scottish Lapa 
can an Co., controllin 


cabaret show, The 
Robbin ot nag and Harold 


the compéring by 
David Burry (Hulton Press). 
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Going... 
Going... 


The sale of the first two issues of MIDWEEK REVEILLE 
proved it to be a sensational success, Both were sold out within a 
few hours. The demand was far in excess of the 1,100,000 that were 
available—indeed, it is becoming increasingly clear that MIDWEEK 
REVEILLE is going to be every bit as big a success as WEEKEND 
REVEILLE. 


Demand for advertising space has been tremendous too, and the 
chances of cashing in by being one of the early advertisers are going 
fast. 


Make your bid for a part in another astonishing success story, 
But don’t delay. Available space in coming issues of MIDWEEK 
REVEILLE is GOING ... GOING... 
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in provincial press’ 


NEWSPAPER’S ANSWER TO PROMOTERS’ 
“NAIVE AND INGENIOUS ARGUMENT’ 


"THE “ingenious argument” of the Pool Promoters’ Associa- 

tion that shortage of newsprint would prevent them 
advertising the particulars they would be required to disclose 
if the Pool Betting Bill became law was answered by the 
“Newcastle Journal” in a leading article. 


The newspaper stated : 

“Whether or not the national 
newspapers were able to provide 
the space they would require, 
the vast potentialities of the pro- 
vincial press would still remain 
open to them. 

“It is ludicrous to suppose that 
pools promoters are unaware of 
the power of the provincial press, 
but perhaps they have under- 
estimated its influence. 

“If that is so, they would be 
advised to study the provincial 


A kipper, my lord? Paul Short, of 
Howards Press Advertising Lid., 
serves a kipper to Lord Sempill 
(left) at the Maconochies Kippers 
Lid, reception, W. Bozman (centre), 


general manager of Maconochies 
Kippers Ltd., looks on. 


KIPPER TEA 


In support of an extensive ad- 
vertising pilot scheme based on 
the Bristol area, using the Bristol 
Evening World and the Bristol 
Evening Post, the public rela- 
tions department of the Howard 
Organisation organised for 
Maconochies Kippers Ltd. a 
kipper tea and reception. 

A recent survey carried out by 
Howards indicated that the pre- 
war habit of purchasing kippers 
as a breakfast food had been re- 
placed by the t-war custom 
of purchasing the kipper as a 
main or tea meal, Cooking 
methods were demonstrated by 
Paul Short, Howard's general 


manager. 


newspapers. They would then 
appreciate why they are so 
eagerly used by local advertisers. 

“Tt is well known am keen 
observers that regional and local 
newspapers are studied more 
carefully by their readers than 
are other publications. 

“Everyone in the communi 
from the industrialist and the big 
fashion house, to the grocer who 
wants an errand boy, recognises 
that simple fact. 

“Thus, because a vital provin- 

cia] newspaper is the hub round 
which the community may be 
said to revolve, the advertise- 
ments have a particularly intimate 
appeal. 
“How else than by local adver- 
tising have the great depart- 
mental stores which flourish i 
all provincial cities been built 
up? 

“The, pools promoters have a 
right to produce any comement 
they may against a Bill wh 
they seem to dislike. 

“But let them preserve us from 
the naivety that only through 
the advertising which national 
newspapers ovide can 
keep their clients informed.” 
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‘Pools could keep clients informed by ads | 


Platform scene as Miss Diana Wynyard opens the first Scottish National 


Handicrafts and Homecrafts Exhibition, 
" Left to right: 
Henderson, organiser of the exhibition; 


Evening Citizen. 


president of the exhibition; 


sponsored by the “Glasgow 
Sir Patrick Dollan; Mrs. Eileen 
Miss Wynyard; Charles E. Beal, 


Mrs. Valerie Schofield, director of Henderson 


Exhibitions Lid.; and Alex. H. Bruce, general manager of the Evening 
Citizen Ltd. 


Leaving no 


stone unturned 


A publicity campaign to ad- 
vertise the virtues of Scottish 
stone for building was advocated 
at a meeting in Edinburgh organ- 
ised by the Scottish branch of 
the Royal Institution of Char- 
tered Surveyors in conjunction 
with the Edinburgh Architectural 
Association. 

George Pate, a quarry master, 
said the Scottish sandstone in- 
dustry could be vitalised if some 
kind of vigorous association 
could be formed. He continued: 
“Practical men are very bad at 
self-expression « and would 
suggest that if such an association 
were formed they should hire a 
publicity man to sell the stone.” 


‘No desire to defraud’ but dress was 
falsely precebee. Court told 


In a case brought 
Retail Trading-Stan Ay jo~ 
ciation, Louis Reubens Lid., of 
Great Titchfield Street, Maryle- 
bone, pleaded guilty at London 
Sessions to selling goods to which 
a false trade description had been 
applied. The company were 
granted an absolute discharge on 
payment of £168 costs. 

¢ summons arose from an 
advertisement in the Evening 
Standard on November 2 last in 
which Richards Shops offered for 
sale a dress for six and a half 
guineas and it was described as 
“pure silk organza.” 

The Association obtained 2 
dress from Richards <a Bp 
sent it to be analysed ed 0 
it was a gold label with the 


words “Pure Silk” written on it. 

On analysis it was found to 

‘ contain 43.4 per cent of acetate 

rayon, 43.3 per cent of cotton 
‘and 13.3 percent silk. 

It was not suggested that 
Messrs. Reubens wéré actuated 
or guided by a desire to defraud 
the public, nor was it challenged 
that the article they offered was, 
in fact, worth 64 guineas, 

It was a great selling point for 
retailers to offer pure silk dresses 
for sale. The firm sold 400 of the 
dresses to Richards Shops and 
the material bought by lessrs. 
Reubens was described as “pure 
silk mixture.” In the trade that 
meant a mixture of pure silks 
and not a mixture of silks with 
other fibres. 


Famous firms in 
club exhibition 


In the exhibition at Oxford 
Town Hall on March 29 and 30, 
ye 7 the Advertising 

b of Oxford in support of 
the forthcoming public relations 
campaign for advertising, the 
manufacturing industries of 
Cowley will be ——— by 
stands showing blicity 
work of the Nuffield Organisa- 
tion and of the Pressed Steel 
Co., Ltd. A. C. Nielsen Com- 
pany, whose British headquarters 
are in Oxford, will provide a 
stand devoted to the techniques 
of market research. The Oxford 

oup of Mills & Rockleys Ltd. 

ve produced a special display 
showing the t which out 
advertising 


a aie 
nted 


The pr represen 

ay an chibit by Ane Oxford Mail 

Times. rinting—one of 
Ontord’e traditional crafts—is 
represented by a co ite dis- 
play of the work of Oxford 
ranch of the Federation of 
Master Printers. 

The of organised adver- 
tising in this country, and in 
particular the work of the adver- 
tising clubs, will be represented 
by the Advertising Club of 
Oxford’s own exhibit—detailing 
the club’s relationship to the 
Advertising Association and the 
various activities such as educa- 
tion, vigilance, etc., which it 
undertakes within its own area. 

A special display will be pre- 
sented by the Oxford Publicity 
Board, on behalf of the City of 
Oxford and the Oxford Associa- 
tion of Hotels. 


Transportation advertising? 


ask MASONS 


33, NORFOLK STREET, STRAND, LONDON, W.C.2. 


Phone: Temple Bar 2044 
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Tried selling 


hot water bottles. 


in an 


ice cream journal? 


You'd have a lot of stock on your hands if you did! There is a right place 
for everything. Selling to women for example—for themselves, their 
families and their homes. GOOD HOUSEKEEPING is your obvious choice. 
GOOD HOUSEKEEPING is not just another high class periodical. It is the 
only magazine supported by the GOOD HOUSEKEEPING INSTITUTE—that most 
famous authority on homes and homecraft. Always remember when planning 
an advertising campaign that GOOD HOUSEKEEPING is as much a specialist 
journal for the home as is a motoring magazine to the enthusiastic motorist. 


GOOD HOUSEKEEPING — Britain’s foremost home magazine 


THE NATIONAL MAGAZINE CO. LIMITED, 28/30 Grosvenor Gardens, S.W.| 


rig) pera 
es 


t Marcu 4, 1984 427 ADVERTISER'S WEEKLY a 
; 7 
Py G 
Ae 
ee f 
4 
a 
a 
* 
an 
a 
ee ; 
: 
+ 
a 
5 
* * 7 
ee y 
a ; 
| 
a te Coola a asf ae oan | ~. eg oe _ wee i xo f om 7 Reon, e. 7 7 : ‘i é 
FF ia oa pee ee. as: are Se) | 


ADVERTISER'S WEEKLY 


4 * * * 4 
right this time | 
Difficult as it is to pick the 
4 Grand National winner, it is, 
more difficult and more 
hazardous to client relations 
to pick the winner of a dairy 
show contest and have the 
right “copy” in an advertise- 
ment in the Show Catalogue 
* printed a fortnight before the 
show opens. » 
Robertson and Scott, Edin- 
?burgh, had to decide whether 
ta British Friesian or an Ayr-j 
shire cow was going to win 
the supreme award at the 
recent Glasgow Dairy Show, 
to illustrate the advertisement 
of their clients, Grays of 
Stirling, who make dairy food 
rand use the words “Supreme 
Award” as their headline in 
} the farming press. 4 
British Friesians had won 
both individual and team milk 
yield competitions for a 
number of years and the 
agency advocated illustrating 


Friesian. } 

But Grays said an Ayrshire 
would win, and so the native 
breed was featured in the ad- 
vertisement, Ayrshires swept 
the board! 


»the advertisement with a 


j 


aS 3 ar q 


PHOTOGRAPHY IN 
THE MIDLANDS 


An exhibition of the com- 
mercial photography of John 
Adams and Eric Griffiths—both 
well known in Midlands advert- 
ising and photographic circles— 
is now being held at the Ilford 
Gallery, 106-7 High Holborn. 

Both photographers operate 
from John Adams (Publicity) 
Ltd., at Birmingham and as 
might be expected from their 
geographical location the exhibi- 
tion srolays their work in in- 
dustrial subjects. Additional to 
“heavy” subjects such as 
foundries and factories, the exhi- 
bition includes shots of glass- 
ware, metalware and plastics. 

See “ phy in adver- 
tising,” page 447. 


American newspapers 


control TV stations 


Nearly 30 per cent of all the 
television stations in the United 
States are owned by local and 
national newspapers, about the 
same as radio stations, according 
to a recent survey quoted by the 
Financial Times. Newspapers 
controlled 105 of 356 stations. 
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Dunlop launch institutional ad 


THE GOOD NEIGHBOURS 


———, 

DOVILo! OY? mak h t for Tyee 
— — 
ee a es i | 


Dunlop use this advertisement in their institutional advertising campaign. 


Influencing the purchase and design 
of point of sale material 


Why do surveys, intended to 
cover the whole field of adver- 
tising, not pay sufficient attention 
to point of sale? 

The reason given by E. 
Freeman-Keel, sales manager, 
Acme Showcard and Sign bp 
Ltd., in an after-supper talk to 
the Advertising Club of Oxford 
recently, was that probably 60 
or 70 per cent of the buying, 
and certainly the final decisions 
and much of the initial pro- 
posals, lay with the sales 
manager and not with the adver- 
tising manager, whose responsi- 
bility was mainly one of 
knowledgeable liaison between 
the advertising agent and the 
sales manager. 

Point of sale material was so 
closely associated with the 
activities of the sales department 
that unless or until the advertis- 
ing agent himself became more a 
marketing organiser than an 
advertising specialist, it was 
inevitable that the sales manager 
would strongly influence the 
policy behind the purchase and 
design of point of sale material. 
Many instances could be quoted, 
he said, where products have 
been marketed in a national way 
quite successfully entirely on 
point of sale. 

Next year’s estimate of over- 
all advertising expenditure is 
rated at £200,000,000, said Mr. 
Freeman-Keel. A _ conservative 
estimate of the proportion that 
would be spent on point of sale 
advertising was around 30 per 


cent, a8 compared with approxi- 
mately 10 per cent in 1938 and 
7 per cent in 1948. The lack 
of information on point of sale 
advertising expenditure was due 
mainly to the reluctance of 
advertisers to disclose their 
expenditure on this form of 
media, he said. The advertising 
agent, by virtue of his very 
organisation and the origins of 
his development, was almost 
entirely concerned with press, 
poster and printed advertising. 

“It is remarkable that prac- 
tically every article written by 
advertising agents or similarly 
well-informed people, at the best 
only gave a cursory nod of 
acknowledgment to point of 
sale advertising, signs, displays 
and exhibitions,” he said. 


SEWING WEEK 


More retailers are tying in 
with the annual Sewing Week to 
be held this year from March 
6-13. There is an increased 
demand for free matrices for use 
in local press advertising and re- 
quests for display material are 
— growing. 

ore composite pages are 
being stennel A by local news- 
papers. During the Week stores 
and drapers will be mailed with 
a confidential questionnaire to 
seek the exact extent of the pro- 
motion’s success and obtain 
retailers’ opinions on improve- 
ments for future events. 


campaign 


“MAKES THINGS 


BETTER’ THEME 


A specially planned and co- 
ordinated institutional campaign 
is to be run by Dunlop in big 
spaces in a Wide range of media 
on the theme—“Dunlop makes 
things better for everyone.” 

Supporting co tells how 
Dunlop unites 93, employees 
throughout the world. 

The initial series covers every 
ve in which Dunlop _in- 

uence is pronounced, 
slogan “Dunlop makes things bet- 
ter for everyone” will also be 
used in normal product advertis- 
ing, and in displays. 

Dunlop institutional advertise- 
ments will appear in half-pages 
in national and leading provin- 
cial newspapers; as full pages, in 
many cases in colour, in po 
and class magazines, and in 
industrial and business public- 
ations, The agents are C. P. 
Higham Ltd. 


CASTILE SORP 


THE BAR THAT GOES TWICE as FAR! 


* - 0 Oe ST 


Interchangeable 
slogan sign 


Colour, motion, eye appeal, 
and slogan interchangeability are 
claimed for the Howard Multi- 

ow Sign, which Howards 

blicity Ltd., of Manchester, 
are marketing in Great Britain, 
by arrangement with the Ameri- 
can patentees. 

The sign, which is available 
only on 230/250 volts a.c., has 
its mechanism fitted into the 
lower casement, which is carried 
out in a bronze metallic finish. 
The top section lifts off for easy 
maintenance and inspection. A 
Perspex panel carries the adver- 
tiser’s name or slogan, which is 
interchangeable, and a further 
slogan strip is situated in the 
control box. The sign produces 
colours covering most combina- 
tions of the spectrum. 
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4 Sell to 8,000,000 families through We ajo TIMES 

4 The Nation's shop windo | 
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THIS SALESMAN TRAVELS 


WITH TOP MANAGEMENT 


Here is a salesman who gets the ear 

of the right people — even in the 

morning train to the office. What - usraauig sr mae 
other sales representative has the a es 
opportunity to talk to the customer 

in such a receptive mood? THe 

FInANcIAL Tes is read and trusted 

for its accurate and informative pages 

by the men who comprise industry’s 

Top Management. There is there- 

fore no surer way of getting known in 

the offices and board rooms where 

the big buying decisions are made. 


THE FINANCIAL TIMES. 


INDUSTRY + COMMERCE + PUBLIC AFFAIRS 
reaches Top Management every day 


SIDNEY HENSCHEL + ADVERTISEMENT DIRECTOR - 72 COLEMAN |} 
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COMMENT 


SELLING ATTACK 


Birmingham business men on 
Tuesday heard a vi re- 
minder that advertising is the 
weapon with which Britain 


markets. 

J. B. Nicholas summarised the 
situation in these words: “We 
can make the goods, the best 
ooo See ee ee ee 


“Germany apan are coming 
back into the vorld’s markets, 


ai 
to be the quality, the v 
the up-to-dateness of our 
selling attack.” 
Britain has the tools for the job. 


Recognition 


Public relations in Britain has 
made great strides since the 


war. 

Now tribute is paid to it a“ 
Government spokesman. r. 
Harold Macmillan describes it 
as a great power for progress. 


STANDS FIRST AND 
FOREMOST IN LONDON 
AND PROVINCES — 


PRINCIPAL 
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Have you ever tried to carry a tree trunk through a dense wood asks our 
Guest Columnist. The problems of a television designer are similar. 


TV memories linger—to sell 


O much has been said and 
written of late by adver- 
tisers, advertising agents, jour- 
nalists and technicians, not to 
mention Government spokes- 
men and the B.BC., that it 


might be worth recalling that 
television is basically a visual 
medium. 

Although obvious, it is neces- 
sary to state that it is taken in 
primarily by the eyes and only 


secondarily the cars. As it is 
necessarily always in juxtaposi- 
tion and constant comparison with 
its older sister, sound broadcast- 
ing, the basic difference as a 
means of communication is its 
visual approach. Therefore the 
expert must be the visual man, 
the designer who ought to play 
a leading role in all television 
programming — non-commercial 
and commercial. 

My own limited experience is 
based on designing and — 
part in B.B.C.. programmes 
and on during the last eight 
years, as well as touring some 
of the stations in the United 
States, and trying to find out 
how they go about devising and 
performing programmes. I have 

opportunities to come in on 

the gm segge planning, the 
actual acting, compéring and set 
designing; in doing so I naturally 
met with the many technical 
roblems which almost always 
ve to be overcome. The situa- 
tion I found myself in, like most 
other workers on television, is 
like that of a man trying to 


carry a tree trunk horizontally 


through a very dense wood. 
you want to get to the other 
side you either have to turn the 
trunk you carry into a vertical 
position, i.e., end up with a final 
result diametrically opposed to 
your start. Or you have to saw 
your trunk down into very small 
pieces so that you are left with 
only a very small portion of 
your original tree. 

I believe this simile to repre- 
sent a fairly accurate situation, 
not only of the designer, but of 
any creative man who tries to 
see his first idea through to the 
final television showing. 

Seeing that the visual side 
matters most, it is essential that 
a “visual man” should be in a 
position to control the  pro- 
gramme. 


GUEST COLUMN 
by 
F. H. K. HENRION 


director of visual 
Erwin Wasey & Co. Ltd. 


To have any hope at all to 
carry his first idea egg oe 
undamaged through the 
he must know the nasties and 
the strength of the trees which 
he is to negotiate. This means he 
must be more than a designer, 
he must be aware of and con- 
versant with all the technical 
limitations of the medium, and 
develop what slender scope is 
left within it. 

Television commercials should 
create visual memories and those 
memories must have the right 
associations. Only the highest 
standards of taste suffice and an 
amount of visual ingenuity is 
needed to create the necessary 
pleasant surprise and entertain- 
ment to convey subtly but effi- 
ciently the advertising’ messa 
The point of fusion between the 
general spectacle and the par- 
ticular message is the crux of 


the In many of the 
American advertising shorts I 
have seen the sudden introduction 
of the advertising message is 
more like an unexpected slap in 
the face, and in the nature of a 
disappointing anti-climax rather 
than the logical, witty and excit- 
ing climax it should be. Very 
often, in fact in most cases, this 
link between spectacle and mes- 
sage is merely literary and not 
visual or both, which makes it 
all the more artificial and 
clumsy. Although it is difficult 
to generalise I think that the 
visual merging of the general 
spectacle and the particular mes- 
sage is the best solution though 
obviously the more difficult one. 

Walter Elliot, M.P., one of my 
predecessors in this column, said 
‘Competitive programmes have 
got to be more than just ‘good.’ 
hey have to be excellent. They 
have no ready-made audience, 
they have to attract their own. 
Their consistency and brilliance 
will have to earn place in 
the side.” To achieve this we 
need first-rate men who are 
trained in the visual arts but have 
administrative abilities and the 
technical knowledge and knack 
of dealing successfully with 
people. 


Jo-‘morrows TOPICS 


®A new evening newspa 

is expected to be published 
in Dublin before the end of 
the year. 


® Mail order clubs are to step 
up their advertising. Re- 
tailers, partigularly in the 
clothing trade, are apprehen- 
sive of this development. 


More confectionery makers 
are to develop big-scale ad- 
vertising. Price reductions 
will provide the initial copy 
theme. 


® Violent controversy on cir- 
culation break-downs is ex- 
pected to develop between 
advertisers and publishers at 
the Irish Advertising Con- 
ference to be held at Galway 
in May. 


BRANCHES. 


.. 


© The campaign to boost wine 
drinking has produced good 
results and retailers are 
hoping it will be extended. 


® Latest development in the 
battle of the magazines: 
Complimentary copies of 
Life International are to be 
distributed through news- 
agents to prospective readers. 

* Fruit growers and packers 
will meet shortly to discuss 
a scheme for publicity 
financed by a _ voluntary 
deduction of half of one per 
cent from sales of fruit. 

® Beer publicity will be stepped 
up this summer to offset the 
effect of heavy soft drink 
promotions. 


ROUND TABLE 


PROPRIETORS 


BORO 


+ ODHAMS PRESS LTD. 


112 HIGH HOLBORN W.C.1. G 


MANCHESTER 


BIRMINGHAM 


LEEDS 


FOR ENTERPRISE - 


4 ORIGINALITY ANI 


EFFICIENT SERVICE 


't 


WATFORD 


McLELLAN- DIRECTOR 
SOUTH COAST 
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, must fight growing foreign 
a competition in overseas a 
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Akg larly in foreign markets—by ) 
Bs. * into our Commonwealth and 
| Colonial markets, and America 
i is there already. We are 
therefore faced with an in- 
5 creasing challenge, and one of 
ae the decisive factors in our 
‘ : It remains for industry and 
: —— to give the market- 
ak experts an opportunity to 
p launch full scale assault on the 
a export markets. 
o Power for good 
oe Notices at London ey 
i. stations early on onday 
; , evening announced: “Har- 
ringay Arena full. Gates 
closed.” 
ie Thousands had packed the hall — ~ 
- to hear American preacher > | a 
33 > So 
4 How is it that Mr. Graham can . 5 
ee attract great congregations at 
MY a time when churches in this 
oi land are so often empty? 
a SS is one — = 
: on was preceded by a 
| scale publicity campaign using 
all media, notably press 
) posters. 
oe Here is a good example to be 
quoted by the champions of 
; advertising when the critics 
oe argue costs and cabbages. 
| ae 
: Public relations can show its 
¥ appreciation of this hard won 
By, recognition by ——s the 
bs charlatan, and fitting itself into 
i the hard selling picture. PS 
-_. ees ae a 
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1 eee Sire ee 


«+. and one passenger in three 


Every week one family out of every 
rea d $ t h e three in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,373,027 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by 
Sunday Pictorial — every adult memier of the family on the best 
advertising day of the week—the day 
they have time to read advertisements at leisure. 
and sales messages sink in. Space 
Cvery Week. inthe sunday Pictorial is exceedingly economical 
too. Compared with 1939 its square 
inch per thousand rate has increased much less than 
that of any other Sunday newspaper. 
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Advertising Case History—45 


How spraying tours ~ 


drew the farmers 


An unusual 


has been carried out with a view 


campaign 
to selling farmers more fruit spraying machinery. An imagina- 
tive approach to demonstrations and local divestment arrange- 
ments attracted so many farmers that an audience at one display 
more resembled an agricultural show than a private event. 


SPECIALISED advertising 
campaign. to sell more 
fruit spraying machinery has 
been conducted by May- 
fair Advertising Ltd, on 
behalf of the agricultural en- 
ineering firm of Drake and 
etcher Ltd. Although at- 
tendances at the, demonstra- 
tions arranged had been antici- 
ted to number no more than 
ween 20 and 30, in the 
event, they were much greater. 
The advertising agency was 
advised by Drake and Fletcher 
Lid.—the largest manufacturers 
of fruit spraying machinery in 
the country—that they intended 
to carry out a demonstration 
tour of spraying machinery 


beginning in early October and 
covering all central England and 
finishing in November. Over 20 
machines were to be demon- 
strated and it was thought that 
it would be the largest such 
demonstration tour to carried 
out in this country. 

An important point about this 
unusual campaign was that while 
the manufacturers appreciated 
the importance of publicity for 
the tour, they were unable to 
allocate a large appropriation. 
The agency, in fact, found that 
ome would have to supply the 
audience for 14 demonstrations, 
with an almost national cover- 
age, over a riod of two 
months, but with very little ex- 

nditure. The market was to 

very specialised covering fruit 


KENT MESSENGER 


GROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 


MEAD OFFICE: MAIDSTONE 3388 


LONDON: 80, FLEET ST. 


CENTRAL 7500 


growers and general farmers in 
the first eight demonstrations, 
and general farmers only for the 
remaining six. 


Local agricultural show 

So effective, however, were the 
advertising arrangements that 
A. G. Reed, of Mayfair Adver- 
tising Ltd., has reported that one 
of the presentations “looked 
more like a local agricuitural 
show than a private demonstra- 
tion.” The full measure of this 
success needs to be judged 
against the background of 
previous tours and the fact that 
nm had been thought that only 
interested growers would attend 
from distant places. 

Because complete coverage of 
the local press was out of the 
question in view of the size 
of the appropriation the agency 
decided to use trade and 
class journals for growers and 
farmers, backed by local 
National Farmers’ Union jour- 
nals in the localities to be 
covered. Local agents were to 
back this with local press adver- 
tising and Mayfair Advertising 
would provi them with 
material together with posters 
and mailing material. Mayfair 
Advertising would also carry out 
a double mailing shot for their 
clients working on a_ special 
growers’ list for each area, and 
to the trade. 


Publicity standardised 


It was decided to standardise 
all publicity material with a 
circus style of message and the 
tour was given the name 
“*Mistifier’ Mammoth Spraying 
Circus.” 

Preparation of the material 
was delayed owing to difficulties 
in arranging sites and it was not 
until three weeks prior to the 
first demonstration, and after the 
complete circus had been put 
back a fortnight, that the final 
dates and addresses were avail- 
able. 

Advertisements were sent to 
the trade press and some 40 
National Farmers’ Union jour- 
nals for insertion ahead of the 
relevant local demonstration. 


Requests for a demonstration 

were received from farmers’ 

associations in areas not covered 

by the “mammoth _ spraying 
circus.” 


The first mailing shot went out 
14 days before a demonstration 
and the material sent to the 
agents was ti to go out at 
the same time. 

This schedule of postings was 
possible only by printing all the 
material in advance and over- 
printing dates and places on each 
piece, each site being, of course, 
different and applicable to one 
agent only. Fourteen different 
overprintings were therefore 
necessary—after the letters them- 
selves had been printed on 12 
different letterheadings. Gummed 
slips were also supplied to be 
stuck right across each poster. 


Requests for visits 


The effectiveness of these 
demonstrations was so marked 
that Drake and Fletcher, Lid., 
had requests from many growers’ 
and farmers’ associations in areas 
not covered for a visit to be 
extended to them. As a result 
trips have very recently been 

id to southern Kent, Sussex, 

von and Somerset. 


Trade and class journals for 
growers and farmers were used 
by the Mayfair Advertising 
organisation to publicise the 
demonstrations. Local N.F.U. 
journals gave support. 
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NORMAN LAY 


directs the Gee & Watson Photographic Studios 


THE STANDARD of Norman Lay’s work has established 
him as one of the small circle of contemporary photo- 
graphers whose work is important. His camera has 
illustrated many successful national advertising campaigns 
and magazine features. 

Lay combines creative vision and sound camera-craft 
with a down-to-earth concern for the photographic 
essentials to good reproduction in print. 

Moreover, he directs a photographic team who are rich 
in ability and experience, and each one of whom is a 
specialist in his particular field. 

A telephone call to Worwern 4787 will ensure Norman 


Lay’s personal attention to your photographic commissions. 


GEE & WATSON 


PHOTOGRAFHERS FOR FASHION AND CREATIVE ADVERTISING 


Studios at 14 Brownlow Street WCI and 102-5 Shoe Lane EC4 


HEAD OFFICES AT II! SHOE LANE LONDON EC4 TELEPHONE CENtral 


6555 EIGHTEEN LINES 
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geese 


Commercial Artists’ Portfolio 


An essential 4 4 Fred 


part of 
Sunday 


T HE approach of a salesman 
and that of a print tech- 
nician is combined in the draw- 
ing technique of Fred Lloyd. 
His first venture with adver- 
tising was at the age of 11 when 
he called upon the Shell-Mex 
Co. with an idea and design for 
a poster. He left with a gift and 
— of encouragement. Later 
was awarded a scholarship to 
attend the Camberwell School of 
Art where he received training 
from such skilled artists as Eric 
Fraser, Pitchforth and Clark. 
On leaving Camberwell he 
started work with the late Arthur 
Chadwick, and there is no doubt 
that Lloyd’s knowledge of selling 


For Readers 
and Advertisers 


THE 
OBSERVER 


A page taken from a Lioyd- 
designed catalogue. 


was gained through his experi- 
ence in direct mail advertising. 

He eventually headed a crea- 
tive team and in addition took 
over both process and print 
buying. During the last war he 


ST TTrrrreerereeerititittiteetttttitt 


In early 1952 Lloyd took the 
adventurous step of joining the 


@ ee ; was called into the Army and for 
ee ; “ae €6more than five years was engaged 
a fj; J : - 1 zi on war publicity work. 
r] ' ae — = small offset litho field of print. 
woul — This branch of the trade was 
ws sea 4 5a a then an unknown factor, but he 


believed that there was a future 


ait} aah i for the design salesman in print. 

Wy pe ” ; He joined Commercial Aid Print- 

q a) . Bess J ing Service as art digecter, 
Many [oe : ‘7 although for the first year wor 

Northern ireland) = fii —A hs 2/ | No Customs A : ae y 


; in administrative, production and 
CEE print estimating. This experience 
Population [iz or Trade soon bore fruit in many colour 

Ba H One of the war-time posters reproductions, which aroused 
1,870,709 im 4 - Barriers produced by Fred Lloyd. considerable interest in the trade. 
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Largest Net Sale IN Northern ireland Every Morning One of Lloyd's peace-time productions. A collection of his designs 


is at the Imperial War Museum. 
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Typography in Advertising 


An exciting adventure into 


the graphic arts 


ON THIS occasion we de- 
rt a little from our 
practice. Instead of or Snoggo. He then goes 
concerning ourselves at once through potic propaganda to 
with 7 advertisements arly bill-posting at Pompeii. 
we pop back through history The signboard was widely 
to see what happened in the used by Roman tradesmen, for- 
past. We can do this because tune tellers, and ladies of easy 
one of the most interesting virtue. These early advertise- 
articles in the newly-published ments, however, are hardly 
Penrose Annual* is called + hae eo gel ed Lys A 
a AP a Years of in publicity—mostly as small 


“blurbs” for printers’ publica- 
Author Georg Ohlson deals tions. The city fathers at Venice 
firstly with imitative magic by  jgsued an pow guide book at 
which primitive cave men, by this time, too. 
drawing their desired quarry, , ; : ; 
tried to influence the luck of That there is nothing new in 
the chase in their favour. This the world is shown by an adver- 
is also practised by present-day uusement, dated 1715, for a 
advertising men who by con- pocket ame umbrella. The 
stantly drawi those darn folded-up affair looks exactly 
housewives in odvertionmetite try like those dumpy umbrellas 
to influence them to buy Boppo Women carry nowadays and the 
* The Penrose Annual, a review phe “it rad ~% » leas ee 
, a es 
| Pag Lond A a ‘Bed. the fact that hand cast charac- 
ford Square, London, W.C.1. Price ters are somewhat uneven, ig as 
30s. good as much of that put out 
to-day. I cannot vouch for the 
copywriting—it looks too simple 


~ 


| you prefer the exera-full 
flavour of coffee chat ts skilfully blended with 
chicory; if you like the convenience of a fine 
powder (Nat is easy to measure, pleasant (© 
handle and quick to dissolve in hot waters 
if you want to be suse of qualicy and sawe 


money inte the bargain... 


LARGE FLAGON 1099 cquet co |) Boncies 
Marr Magan. 
oe OF 6 POW om eer imwis wre of “ 
Dette Ged Geerewtene by Big Tree Whee Oe tendon 8) 


ves WOW COFTEE AHO Car O8T Belen OF weerlen 


The Ricory advertisement, believes Roger Darcy, would have been 

no less effective without the piece in Goudy Old Style. It is, more- 

over, wrongly balanced. The blurb about the extra-full flavour should 

have followed somewhere after the catch-line. In connection with 

the advertisement for Big Tree, he thinks that too many type faces 

have been brought into its composition . . . and the type in which 
“Big Tree” is set is but lowly rated. 


By ROGER DARCY 


Truthk too naked 


intrigues no 


man. in Wayser stockings she 


has all the charm of flattery 


Observed by Roger 

Darcy in the “Pen- 

rose Annual,” this 

Kayser nameplate, 

he thinks, is not 

in keeping with the 
times. 


a 


for to-day's consumer. It simply 
tells all the facts about the 
“Parapluyes e parasols a porter 
dans la poche.” 

This article by Georg Ohlson 
is only one of many in this 
brilliant annual, which is rapidly 
becoming recognised as the fore- 
most international publication on 
graphic arts. 


Two fine examples 


Sticking strictly to typography 
in advertising there are two ex- 
cellent articles which show the 
trend of modern layout and pro- 
duction, These articles, well 
illustrated, deal with the work 
of the School of Graphic 
Design at the Royal College of 
Art and the work of students in 
the various schools of printing 
and of art throughout the 
country. These are well worth 
the study of even the most blasé 
and hardened advertising execu- 
tive. Clearly these schools are 
not out of touch with commerce, 
and yet at the same time give 
a lead in new and experimental 
typographical ideas. 

Charles Rosner writes on 
French typefounders and French 
type design, and along with his 
article are some contemporary 
examples of French type. These 
are particularly applicable to ad- 
vertising — especially. Deberny 
and Peignot’s “Jacno.” This is 
a lively face embodying an 
interesting innovation whereby 
many lower case letters can be 
used as capitals, It is freely 
drawn, as is the Fonderie Olive's 
“Banco.” 


Vivid type designs 


The Fonderie Typographique 
Frangaise shows some of the 
vivid type designs of Crous- 
Vidal. His typographic orna- 
ments are also worthy of study. 
Will Carter writes “An oppor- 
tunity for penmen” and shows 
examples of the successful use of 
calligraphy in publicity, and Paul 
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Reilly in “The maturing taste 
of the mid-century” shows 
clearly that we have turned 
— from the stark, bald 
Bauhaus typography of the late 
20s and early 30s and are turn- 
ing to the enjoyment of type and 
letter form. is is perhaps one 
of the most important of the 
articles in this volume as far as 
advertising typographers are 
concern 

With many examples, Paul 
Reilly shows what I have been 
trying to preach for many 
months, that there is a “modern 
classic style,” if it may para- 
doxically be so called, and that 
the stark, ugly type faces and 
nameplates of the “20s do not 
mix with the free styles of 
to-day. For example, these is 
a Kayser stocking advertisement 
of 1930 reproduced quite in 
keeping with the ideas of the 
time, but note this—Kayser have 
not changed their nameplate to 
this day. What was in keeping 
in 1930 is not necessarily so now. 


Two contrasting pairs 


As Paul Reilly points out, the 
two illustrations which make the 
point most clearly are two con- 
trasting pairs—one showing the 
change of style in the Penrose 
Annual title pages, and the 
other showing two treatments of 
the G.P.O. publicity symbol. 
The change in manner over 10 
years is shown by the Penrose 
pages, both by Jan Tschichold 
(Penrose gets the spelling 
wrong). 

The 1938 example shows a 
bold, black sans serif title 
punctuating a wide open space; 
the 1949 version is a classical 
axial arrangement with swollen 
rules and serifs and the title back 
at the top of the page. 

The contrasting symbols for 
the G.P.O. sum up the trend 
away from simple geometry and 
functional economy towards 
more subtle, fluid shapes. Stuart 

@ Continued on page 438 
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®AN EXCITING ADVENTURE -continued 


_— 
A completely eyes & 
catching advertise- 
ment, The eye 
goes at once to the 
rather well drawn 
eyes and then 
travels easily over 
the copy. Although 
Roger Darcy is not 


keen about using 

mascara himself he — 

was realy = , 

tracted _ by this ‘ 
effort. Ememd 


Rose’s delicately drawn and 
currently fashionable lozenge 
aces the former circle round 
Gill sans letters and a graceful 
feminine crown replaces its 
essed and som t shape- 

3 


The way ahead 


I really have no more space 
to write of the Penrose Annual 
except to say that to see 
it is an exciting adventure into 
the canyon arts. Besides the 
articles concerning design there 
are many others which point the 
way ahead on technical develop- 
ments—and lastly, the illustra- 
tions are superb. Even the 
advertisements in this year's 
volume are streets ahead of those 


and let others’ see, how lovely your eyes an 


MM: 


my. A 

$ 

.? 
Si FRENCH EYEBROW PENCH 92 RYE SHADOW: 


which went before. The influence 
of Penrose is being felt. 

And now for a few comments 
on typography in current adver- 
tising. Here is a thought. Nestlé’s 
onal have saved half the cost 
of their “Ricory” advertisements. 
How do I make that out? Just 
look at the one reproduced on 
page 436. 

- amy 2 pseudo - scientific 
writings about layout, where does 
your eye go first? If you are 
normal it reads the words “You 
must try Ricory” and then falls 
to the illustration — below. 
Frankly, unless you are terribly 
interested it ignores the copy 
above. The advertisement would 
have been no less effective with- 
out the piece in Goudy Old 


Style. This advertisement is 
wrongly balanced. The blurb 
about the extra-full flavour 
should have followed somewhere 
after the catch-line. 

Nestlé’s could take a lesson 
from the Rimmel advertisers. 
For about a quarter of the space 
Rimmel have designed a com- 
pletely eye-catching advertise- 
ment. Your eye goes at once to 
the pair of eyes (rather well 
drawn) and to the displayed 
word “Rimmel.” It then travels 
over the piece of copy in sans 
type in between. Message over. 

I will not make any cracks 
about the uninspired lettering for 
the word Rimmel. A 


a 


Let ws adenit it, bows is inclined wo be braze. Wf be 
mot ty be bound, then « wants to be seen One couch of 
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seems to be in keeping. 

Now for some quickies. 

How many type faces and 
variations are there in the 
accompanying “Big Tree” adver- 
tisement? Answer: “ ; 
—and they want to 
the awful type in which “Big 
Tree” is set. 

What's wrong with the Blue- 
bell advertisement? : 
the word “Bluebell,” 
in some more attractive 


The word “Bluebell” is in a type that finds no favour with Roger 

Darcy who points out that there are several hundred more attractive 

kinds. The Nonesuch Press had a good idea to use press criticisms 
as background. In small sizes, however, the text is unreadable. 


Advertising Balloons attract attention and create goodwill! 


brightly coloured advertising balloons. The 
** GARTEX "’ pre-tested 
with your name © Oo 


S)2 
(— } You cannot help being 


~ 


attracted by 


famous 


long-life balloons can be printed 


or the name of your product — 


(and, if you like, a gay design wi 2s well). They create abundant 
goodwill wherever they are distributed. . oe of all 
= @& 


ages love them, everyone sees them... 


Write now for ; S 


Z 


samples and let us quote 


of * GARTEX "’ 
oe « 
you for various AV = quantities .. . We're pretty 2 sure 


4 
you'll be pleasantly surprised at the reasonable V pier 


© J and the name 


’ 
= assures long-life. 


j 


“GARTEX” Balloons 
FOR ADVERTISING 
YOUNG & FOGG RUBBER CO. LTD., 124/126 HAYDON S ROAD, LONDON, S.W.1!9. Liberty 628! 
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Canada’s Six Markets 


44) 


6-British Columbia 


A fast-growing market 
for British goods 


LTHOUGH the i boun- 
daries of British Columbia 
encompass an area of 372,630 
ognere miles with a population 
of more than 1,200,000, the 
rich market is concentrated on 
the lower mainland. This 
market is served by the sea- 
port eity of Vancouver with a 
population of some 400,000. 

British Columbia would hold 
the entire United Kingdom land 
space with a lot left over. It 
stretches about 760 miles from 
north to south and 400 from east 
to west, and this does not in- 
clude Vancouver Island, which 
is part of the province and lies 
just off the west coast. 

For the British exporter, 
accustomed to getting facts, 
weighing them and acting, a few 
yardsticks of business activity in 
British Columbia will help to 
measure the market, The period 
1935 to 1939 is taken as equal- 
ling 100 in the following 
statistics :— 


By Robert Moore, Financial 
Editor, Vancouver Daily Province. 


one of the lodestones which 
attract industrial development. 
Hydro-electric power reserves 
and resources in British Colum- 
bia have attracted world-wide 
attention. The province holds 
26 per cent of Canada’s total 
available water resources, bein 
surpassed only by those o 
Quebec, The Province of 
Ontario, which ranks third, has 
illustrated the magnitude of in- 
dustrial growth which can be 
attracted by available low-cost 
electrical energy; but Ontario’s 
reserves are now used to the 
point where some large units of 
steam generation have been 
installed. 

The Aluminum Company of 
Canada, after searching the 
world for low-cost power, is 
spending approximately $500 
million in north-central British 
Columbia on a hydro project 
and smelter for production of 
aluminum. In the far north- 
west corner of the Province, the 
Frobisher Company, a subsidiary 


Percentage 
Increase 


index of Business Activity for B.C. .. 
Emplo: t : ; nm is 
Payrolls .. ; 
Trade—-Retail Sales 
Bank debits 


Since we are dealing with 
astronomical figures, it might be 
interesting to mention the total 
of cheques cashed in British 
Columbia clearing centres in 
1952, which was $11 billion or 
\1'7 per cent over 1951. These 
statistics indicate a continuance 
of the incremental growth which 
has been taking place in this 
province. 

A second yardstick deals with 
population. British Columbia 
proudly calls itself the fastest 
growing province in Canada. 

Growth since 1941 has been 
at almost twice the national rate. 
The increase between 1939 and 
1950 was 43 per cent. Just south 
of Vancouver and across the 
U.S. border, the neighbouring 
states of Washington, Oregon 
and California have shown a 
similar growth. 

A third yardstick is power— 


of Ventures Lid., giant mining 
corporation, is surveying sites 
for a projected five miliion h.p. 
hydro development and electric 
smelter for metals mined 
in the region. 

Lumbering, fishing, — 
and agriculture are _ Britis 
Columbia's four basic industries. 
In 1941 the total of basic and 
secondary manufacture in B.C. 
amounted to roughly $500 
million. In 1952, this total had 
reached $1,274 million—of which 
$625 million on py roll. 

The forest industries, which 
have held first place in British 
Columbia almost throughout its 
economic life, are now bein 
surpassed by the growth o 
secondary industries which 
accounted for manufacture 
valued at more than $500 million 
in 1952, 

That expansion in secondary 


iomety is going strong is indi- 
cated by 1,350 new incorpora- 
tions during 1952 with a total 
capitalisation of $132 million. 


High consumer spending 

Consumer spending continues 
at a high level, Bank clearings 
for January, 1953, were 8 per 
cent higher than the like month 
of 1952. The number of cars 
entering British Columbia on 
travellers’ vehicle permits in 
1952 showed an increase of 5.9 
per cent over the previous year 
and tourist associations had a 
fine harvest in consequence, 

First phase of the Aluminum 
Company of Canada’s . 
development will be compl 
at an early date and the available 
aluminum output will be close 
at hand to stimulate further 
secondary industrial develop- 
ment. The Trans Mountain 
Pipeline Company has built a 
7il-mile 24-inch pipeline to 
carry oil from the rich fields of 
Alberta to Vancouver and by- 
products from these refineries 
will open up a brand new field 
and be a substantial addition to 
the economy. 

Other romantic developments 
are taking shape. Nearly three 
trillion cubic feet of natural gas 
and accompanying oil have been 
proven in the Fort St. John area 
of northern British Columbia. 
The delivery of this throughout 
the mainland is projected by the 
West Coast Transmission Co. 

In the past few years British 
Columbia has:— 

@ Embarked on the agape 
programme of pulp and 
paper expansion in the 
world 

® Found immense new fields 
of energy in natural gas 
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® Launched the largest indus- 
trial construction programme 
in history of the West 


®@ Resumed shipbuilding 


® Formed the nucleus of one 
of the greatest cellulose in- 
dustries on the continent 
with construction of a $30 
million high-quality pulp 
mill by a_ subsidiary of 
Celanese Corporation of 
America. Another  sub- 
sidiary will build a _ big 
integrated forest industry in 
the interior of the province 


© Rushed into the greatest 
mining development in 
history of the province 
© Cut more timber than had 
ever been cut in provincial 
history 
® Maintained a_ tremendous 
volume of hydro-electric ex- 
pansion to keep industries 
fed as they sprang up. 
Investors from outside the 
province concede that even with 
ali this, great untapped possi- 
bilities lie ready for exploitation. 
British Columbia offers one 
of the fastest-growing markets in 
Canada for British products. 
The people are predominantly of 
British stock. Motor-cars, manu- 
factured in the United Kingdom, 
for example, have their bi 
export sale in British Columbia. 
The largest department stores , 
feature British china, leather and 
other goods. Waterborne ship- 
ments to British Columbia from 
the United Kingdom can be 
moved at a reasonable rate, it 
has been reported by importers 
in Vancouver. 


A market ee | of the Mari- 
time Provinces will be published 
next month. 


A Vancouver firm ‘ 
is building the 
largest impulse tur- 
bine or Pelton 
wheel in the world 
for the big power 
house being carved 
from a mountain 
by the Aluminum 
Company of Can- 
ada. In the lumber 
and pulp and paper 
industry, seve 

new enterprises 
have been based 
on manufacture of 
mill machinery. 
Logging trucks 
made in the pro- 
vince are now 
shipped not only 
as far as New- 
foundland but to 
South America and 

Europe. 


~ 
—_* 


* 
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BRITISH COLUMBIA 7 
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Advertising and 
selling problems 
in Switzerland ? 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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BLACK MAGIC 


in Canada 


Rowntree’s—a leader in their line in the British 
Isles—have achieved signal sales success with “ Black 
Magic " Chocolates in Canada. 


Consumer acceptance and distribution were 
established in centre after centre through carefully 
planned advertising campaigns released in the daily 
newspapers of Canada. 


The following release from the Company speaks for 


* Rowntree’s Black Magic—introduced to Canada in 
1948 is now a leader in quality box chocolates. Daily 
newspapers only were used as the basic medium to 
reach consumers and to back up the sales efforts of 
retailers across the 4,000 miles from the Atlantic to 
the Pacific. 

“ The romantic Black Magic which proved so 
successful in England was adopted for Canada. Thus, 
a good product, uniquely packaged, with complete 
distribution, and a sound advertising plan has become 
one of the leaders in its field in v 


The seven Southam newspapers were selected to 
help create consumer demand for Black Magic in the 
communities they serve. The outstanding sales achieve- 


ment in these areas more than justified the wisdom of 
Rowntree’s choice. 


Advertising in Southam Newspapers can prove as 
profitable an investment for you as it has for Rowntree’s 
and many other British firms who have sought greater 
sales in the Canadian market. 


For information on the territories served by our 
papers, please write to Mr. F. A. Smyth, our British 
representative, at 34-40 Ludgate Hill, London, E.C.4. 


5) 


THE SOUTHAM NEWSPAPERS 
OF CANADA 


THE OTTAWA CITIZEN 
THE WINNIPEG TRIBUNE 
THE CALGARY HERALD 

THE 


to spend £10,500,000 


Comine tus vear!—47,000 Canadian tourists in holiday 
mood, each with more than £200 to spend in a few weeks, 
and all of them burning to buy. Most are on their first trip— 
they want to hear from you! They want to know where to go, 
where to stay, where to eat, where to shop, how to travel. 


CANADA REVIEW puts you right In among these free-spending 
visitors—and every man, woman and child of them is a 100% 


genuine prospect. 


1951 36,170 Canadians spent 5,970,000 


1952 40,520 Canadians spent 


£6,690,000 


1953 47,000 Canadians spent £10,500,000 
1954 Travel Authorities ore confident thot the 
Coronation year figures will be equalled. 


CANADA REVIEW gives you phenomenal 
3D COVERAGE 


LENGTH: Contacting your prospects 
before they start, Canada Review 
covers them during the trip, im- 
mediately they land, and throughout 
their stay. 

BREADTH: Apart from tourists, 
Canada Review puts you straight 
through to Canadian diplomatic, 
consular and service personnel, to 
visiting business men, and to man 
thousands of British subjects 
friends and relatives in Canada. 


FULL DETAILS AND RATES FROM 


Michael Triesman, Advertisement 
Manager, CANADA REVIEW, 
63, Fleet Street, London, E.C.4 


PHONE: CITY 2653 


The only Canadian 
published in Great Britain 


A THOMSON NEWSPAPER 


DEPTH: By appearing in a Canadian 
Newspaper your message gets an 
extra sympathetic hearing; and be- 
cause Canada Review has a 100% 
monopoly of this specialised field, 
where every reader is either « 
genuine prospect or in close touch 
with Canadians who will be pros- 
pects, your message achieves unique 
concentration—week after week. 
You get MAXIMUM IMPACT! 


CANADA 


Weekly 


REVIEW 
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ADVERTISER'S WEEKLY 


HE shade of Haslam Mills 

—who wrote some lovely 
and lissom advertisements for 
newspapers in his day—must 
be beaming approval at the 
prestige advertising which now 
extols the editorial traditions 
of the Newcastle Journal. 

For copy has a quality touch 
in the house- produced series of 
“aditorials” now running in the 
Journal's companion paper, the 
Evening Chronicle, Newcastle. 

Each six in. d.c, “aditorial” is 
numbered consecutively me 
receives two insertions (generally 
on succeeding days) to minimise 
breaks in reader continuity. To 
assist reader identification, a 
standard typo cry layout b _ 
been adosted, with 
“Your Morning Paper” 

About 150 words of text, writ- 
ten in easy, piquant style, takes 
readers ind the scenes in the 
Newcastle Journal office, dis- 
cusses editorial oblems and 
services, and concludes with the 
slogan “ ‘First with the Latest’ 
4 a tradition with the Journal. 

oF gy want a fine local paper 
- a national reputation, it is 
a tradition to take the Newcastle 
Journal.” The name is repro- 
duced in title block form, 

Subjects dealt with so far have 
included editorial team work, 
reader goodwill, news treatment, 

s, features, make-up, adver- 
tisements, printing and publish- 
ing, the stop press column, and 
letters to the editor. 

These have been by way of 
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OUTSIDE LONDON 


The Master’s touch seen 


in prestige 


ral introduction to the series, 
ut there will be a gradual bring- 
ing in of personalities, writers, 
and members of the staff of 
the Newcastle Journal. 


Having praised the copy I 
must give you a sample—clipped 
at random: 


“ ‘Make-up’ is as important to 
a well printed ne gs as it is 
to a well groomed woman, 

“Good newspaper make-up 
should not ‘scream’ at readers 
nor should it be so typograph- 
ically dull as to pass unnoticed. 
it should be just ‘right’ —stimulat- 
ing and attractive in layout, easy 
to read, occasionally exciting, 
adventurous enough to experiment 
with new ideas, and always worth 
a closer look. .... 

“Note how the type faces are 
chosen for legibility contrast 
and how pictures, drawings and 
headlines are varied unobtrusively 
to keep the make-up fresh, but 
the character always the same. 


* * * 


SOMETHING NEW in the way of 
newspaper “exhibitions” in the 
north-east—a six panel yn od 
of the work of artists 
drawings appear in the Newcastle 
Journal, the Evening Chronicle, 


‘aditorials’ 
By WILTON EVAN 


Newcastle, and the Sunday Sun 
—won immediate attention as 
soon as it began a three-week 
showing in the foyer of the Hay- 
market Theatre, Newcastle. 

The 150 drawings on view in- 
clude commercial work turned 
out. by the Kemsley House, 
Newcastle, artists’ department (a 
whole panel is given over to 
“Advertising’”) as well as car- 
toons and pictures by staff and 
free-lance cartoonists. 

The exhibition introduces a 
“guest artist” panel featuring the 
work of amateur artists. It was 
so popular on the first day that 
an extra display board had to be 
added to give entries a represent- 
ative showing. 

After the Newcastle display the 
exhibition will go on tour in 
Northumberland and Durham. 

* * * 

UNUSUAL COMPETITION for a 
local newspaper was run by the 
Kentish Times—a search for 
young grandmothers. Com- 

titors were asked to come 
orward from each of the eight 
towns covered by the series, and 
recently eight youthful grand- 
mothers—the youngest only 36— 
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spent an evening yA ng End 
tre aS guests o 

The name of the show?— "The 

Love Match.” 

Afterwards the ndmothers 
tripped backstage for a sherry 
party with the stars of the show 
—Arthur Askey, his daughter 
Anthea, and Thora Hird. 

* * * 

BiG MOMENT for the thousands 
of children awaiting the arrival 
of cowboy star Roy Rogers’ 
mount “Trigger” came after the 
horse landed at Prestwick Air- 


port. 

It was then that Trigger 
became the first hono mem- 
ber of the Glasgow Evening 
Times newly inaugurated Bruin 
Club. Trigger appeared on the 
front page of the Evening Times 
Sporting a special outsize, tartan- 
frilled Bruin badge. 

This incident highlighted the 
intensive promotion scheme 
organised to support the intro- 
duction of “Bruin,” a children’s 
strip cartoon, to the Evening 
Times. 

* * a 

To ANNOUNCE the opening of 
a new local branch Hardy & Co., 
the furnishers, took the centre- 
spread in two colours in the 

hitley Seaside Chronicle. They 
are following up with other full 

ges in two colours. The series 
been arranged by the W. 
Horace Biges Press Organisation 
Ltd., the ndon office of the 
+ Mas Seaside Chronicle, and 
F. Higham Ltd., who handle 

a Miarde account. 


0 MODERN WAYS TO MORE SALES 


Many of the most striking 
advertising and industrial films 
you have seen 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


and heard 


Many of the familiar illuminated 
displays and signs that catch 
your eye at the point-of-sale 
were designed by 


HERVEY & GOODMAN LTD. 


Send for tilustrated leaflet in full colours 
THE ADDRESS OF BOTH COMPANIES IS:— 
RADNOR HOUSE, 93/97 REGENT STREET, W.!. 
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ADVERTISER'S WEEKLY 


“The Fishing News” | ‘fish Selling” 


With enlarged format, better display and doubled To facilitate and improve the marketing of fish, 
ay Me pinnae! presented, the 40-year-old weekly “ Fishing | this new monthly is being set up. 
ews jum 


aa In bright newspaper format to give econom 
aa Never have I seen such a change in any paper,” said one | jt will give “ blanket ” Soltende TE teams panels v0 oh seghoeent 
reader. |‘ rs—12,000 of them. It will not compete with aS 
It was the desire to do that which made me buy the paper. | journals editorially. It will confine itself to the hard busi 
deserved a better press. a 


more money by giving him news 


lation is rising steadily ~ 20% | “ fishing Boats of the | ow erin and espn. 
gain in six months, and still going 99 New in shop layout and customer 
up. World appeal. 


Advertisers, too, are giving s : : | New in distribution and packaging. 
solid support. . Publishes in conjunction with FAO of And New in specialised lines. 
Look at these names: Bridport ome, this individual volume will be a world classic “ 
Industries Ltd., Bergius Co. Ltd in its field : a most comprehensive encyclopaedia of data | om | oe —_ 
Brit Co. Ltd., David relating to fishing boats and equipment in all parts of tool ing both the Advertiser and 
Coastal Radio | the world — £100,000 worth of research and know- vee 


Ltd., Decca Radar, Rubber A the Fishmonger to make more 
Co. Ltd., Gilbert Gilkes & Gordon» jorfs;, 207-000 words; 600 illustrations and plans; , by spreading business 
Ltd., International Paints Ltd., Kel- | pages Py | know : 
vin & H Ltd., R. A. Lister Advertising is being accepted in section and Rates are most economical. All 
Marconi International Pres- Gous presente © culgue Gnmestentty (net ll to be repeated -adverti ts will be pl next 
sed Steel Co. Ltd., R.F.D. Co. Ltd., | for many years) to British and other advertisers seeking semen placed 4 
Redifon Ltd., Vacuum Oil Co. Ltd., " world exports for marine engines, boat equipment, ' to reading matter. Every adver- 
Vickers-Armstrong Co. Ltd., Norris, nets and scientific devices. Assured tion to the Fish- , tiser seeking blanket coverage of 
Henty & Gardners Ltd., R. Hood ing Interests of ALL governments linked with FAO: and | this Sel wil find i pays 10 use 
Haggie & Son, 1.C.1. Ltd., A.B.O.E. leading commercial interests the world over. * Fish Sel 

"te use “ Fishing News” be- L -_-_- —_—_ —_—_ —_- ”-—_- -_-_ —_—_ — - _ —_-_ -_ —_—_ -_-_—_ - 


cause it is the only weekly which specialises in the catching side , ¢¢ ” 
of ns, and its many ancillary ee. It — their Piscatorial Press 
messages direct to an assured readership, trawler men an others, | This functions as a Mail Order : 
, presenting to our 
Ce Se ee ee specialised audience all over the world — for “* Fishing News” 
oa ' has readers in 40 different countries abroad— books dealing 
re “ Fishing News”’ there can be reached a vast w 


“British Fisheries Manual and |” 


4 9? TT 
Directorp | ALL ENQUIRIES QUICKLY ANSWERED 
™ tyne ty es & te ng consolidated and im- | 
t a solid informative um. 
“—" gives lists of : — Our address is : 
(a) All registered fishing vessels and owners. * . 
(b) All wholesale fish merchants, coastal and inland. | 68 Victoria Pets y sak in 
“Sai os | Te ee 


(d) a eens aes Gees as ane 


It is invaluable for permanent reference and oot comes. . Arthur J. Heighway 
1954 edition now going to press. A few spaces are still available PUBLICATIONS LIMITED 


OO ie he, ys ge ee 


These are the “‘ Fish” we are handling. They are all “sound and clean run” 
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ADVERTISER'S WEEKLY 


The Screen Printing Process-7 


The economic use of 


silk screen printing 


N THESE days of limited 
advertising allocations and 
keen competition the econo- 
mical use of screen printing is 
a subject of interest to a 


large number of printing 
buyers and national adver- 
tisers. Although the full 


economics of the process is a 
subject too large and compli- 
cated to deal with compre- 
hensively in an article of this 
nature, there are certain aspects 
which do fall into general 
headings. 

One of the first questions that 
a print buyer will want to con- 
elder is up to what quantities 
can silk screen printing hold its 
own against other processes. The 
length of run will vary, of course, 
according to the materials being 
utilised, some materials, 
such as plywood, hardboard, 
canvas, glass, shaped bottles, etc., 
the process is usually working in 


H. 8. Muggridge, General 
Manager, Display Craft Ltd. 


a field of its own and the quan- 
tity is therefore limitless. 
cardboard, producing show- 
cards, cut-outs and three dimen- 
sional sales aid units, the quanti- 
ties that are economical vary to 
some extent with the size of the 
particular unit. Where one of 
small size is being used and can 
be printed quite a number up, 
quantities up to 100,000 are not 
exceptional. On larger units 
where it is not possible to print 
more than one or two up, quanti- 
ties of  5,000-10,000 ove 
economical, particularly with the 
introduction of mechanised 
printing. The ability to hold 
other processes on price is 
assisted by the fact that it is 
le to print on any caliper 
direct, thereby obviating 
mounting charges and the sub- 
oe nevitable delays of this 


operation. 

Use of cardboard in the 
industry is steadily growing and 
screen printers are now installing 
subsidiary equipment, such as 


An eleven-colour showcard 


Cnquestionably Good. 


HE MAIN problem tackled 

when the advertisers, 
Gale, Lister & Co. Ltd.,, 
went into the question of this 
showcard was that of pro- 
ducing a really high quality 
item with the _ restrictive 
p pose that a run of on 

copies would be 


Additional difficulty was 
experienced because the 
existing original scraper 
board art work was in one 
colour only, but for pu se8 
of linkage it was desirable to 
use the same illustration in 
colour. 


Ajter a conference between 
the ters, Wilkinson & 
Dickinson, of Leeds, the artist, 
W. Musgrave Wood, and the 
advertiser's advertising 
manager, F.C. Coggan, it was 
decided to produce the design 
in colour by silk screen 
despite the fact that photo- 
lithography would normally 
have been the process. 


The colour separations 
were worked out by the artist 
direct from the original sub- 
ject, and colour tabbed in 
order of printing—I11 colours 
were necessary. The task 
of the printers was to lay 
on each colour exact as 
indicated by the artist, and 
the result been a very 
fine piece of silk screen work. 
Most unusually, the printers 
did not have a full colour 
original from which to 
twoork. 


A modern mechanised silk screen printing bay in the Display Craft 


factory. 


The screen process is virtually the only one which can 
undertake economically the production of short runs. 


This is an 


important factor in a limited campaign. 


cutting and creasing machines, 
power guillotines, etc., to meet 
the growing demand. 


Cost of board 


The basic cost of cardboard 
these days is quite an expen- 
sive item but many hundreds 
of pounds could be saved in 
the course of a year by 
a “get together” of buyers or 
their designers and the potential 
printer, to find the sizes and 
thicknesses of materials that are 
available. All too frequently 
showcards and three dimensional 
units are designed which badly 
cut out of a coro, shillings 
at times to the cost of an indi- 
vidual unit. Again, in these days 
of limited supplies of board it is 
advisable to check with the 
potential printer which thickness 
they have in stock or are likely 
to able to obtain. This fre- 
quently affects the method to 
be used for basic construction. 

Buyers who prefer to produce 
their own artwork would be 
advised to consult the printer 
with regard to the suggested 
construction. Where three dimen- 
sional units are concerned it is 
often possible to cut the cost 
greatly by letting an experienced 
manipulator transfer an artist's 
basic idea into a sound and 
easily assembled unit. The 
manipulator will, of course, know 
the sizes of his plant and will 
keep within his limitations. 


Very long runs 


With pusters, the position is 
very similar. Longer runs than 
ever before are now being under- 
taken and the process holds its 
Own On paper up to quite large 
quantities. It is inevitable, of 
course, that on the very long 
runs litho or letterpress machines 
must —a beat the silk 
screen price, but the meeting 


Stage depends very largely on 
the complexities or otherwise of 
the design with its subsequent 
preparation costs. 
On large sheetages where the 
demand probably does not ex- 
ceed 1,000 or so, more buyers 


are turning to the screen pro- 
cess and now that first-class 
half-tone effects are being 
obtained a new field has 
opened out. Some amazing 
results have recently been seen 
on 16 and 48 sheets with 
excellent half-tone effects that 
bear comparison with any 
other process. 
The use of fluorescent inks on 
paper, and to a lesser degree on 
card, also gives the process an 


@ Continued on page 446 
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OMETHING wnusual has been 
achieved by W. B. Darley Ltd., 
printers, Burton-on-Trent, with the 
card pictured above—a combination 
of letterpress, lithographic and silk 
screen printing. he customers 
wanted a small quantity of attrac- 
tive cards at an economical price. 
To get the desired result a litho- 
graphed bottle was cut out from an 
obsolete bill. The telegram was 
— letterpress from a line 
lock. The buff background and the 
other lettering was produced by 
silk screen. After the bottle had 
been stuck on the whole was 
varnished by silk screen. 
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ACHIEVEMENT 
H. Ashford Down says 


Here are some of our Prizewinners in 
recent National Silk Screen 
Competitions. Proof positive surely, 
that for Quality, Quantity and superb 
artistry our organisation can give 
you service which is second to none 
in Britain. 


88 ACRE LANE 


ADVERTISER'S WEEKLY 
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STUDIO 
BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 


TAKE 
AND 
\ SBE 
RESULTS 
SAME 
- DAY 


phers, yielding 


erraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for peenene and amateur 
utiful transparencies in 


[= 


Ferraniacotor flims are available in 35 mm. 20 


refills vibe 


‘ 3/tid. P.T. 
ete @ *ii4. plus sie 7 


plus 
: “Hew to Use Ferraniacolor Film’ send a 


GIANT FASHION BOARDS 


We surface boards with high quality papers up to 8ft. x 4ft. 
DAILY DELIVERIES TO COMMERCIAL STUDIOS IN LONDON 


COLYER & SOUTHEY LTD 
17-18 TOOKS COURT, CURSITOR STREET, E.C.4 


GORDONS 


OF MANEHES TES 
SCREEN PRINTED 


POSTERS 


AND SHOWCARDS 


SHELL BP HOUSE OXFOKO ROAD 


TELEPHONE CENTRAL 6971 


SILK SCREEN SPECIALISTS 


PROSPECT G69? 


WATER SOLUBLE 
FLASH DRY \ screen 
FILLEP 
It has all the economy, convenience 
and versatility of Autotype 752 but 
dries much more quickly to a tough, 
flexible film without the use of heat or 
fans, resisting all screen paints and sol- 
vents other than those containing water. 
SAMPLE (2 oz.) 2/- 
1 PINT (0.57 lit.) 17/6 


*AOLORY PE 
The Photo Stencil Specialists 


Autotype Company Ltd., Brownlow 
Road, West Ealing, London, W.13 
EALing 2691. 


Silk-screened 
bamboo motif 


HE latest showcard produced 
for Chen Yu by Promotion 


| Features Ltd. is of an unusually 


striking design and fully demon- 
strates the effectiveness of silk- 
screen printing. 

Carrying the caption “In 
fashion to your finger-tips” the 
card depicts a dark-haired, blue- 
eyed woman wearing a yellow 
dress and holding a deep red 
rose matching her lipetick and 
nail lacquer. An original touch 
is that this expensive art work 
is partially obscured by a screen 
of bamboo slats wavelliag right 
across the card. 


Striking contrast made 


Success of this particular 
design depends upon the strikin 
contrast provided by the vivid 
figure silhouetted 


against an 


| aquamarine ground—the drawing 


in cellulose technique with a flat 
finish—-and the + ao bamboo 
slats having the silk-screen build- 
up which gives almost a three- 
dimensional effect. 

In the opinion of Promotion 
Features Ltd., silk-screen print- 
ing methods in the past have 
not been sufficiently courageous 
in stressing the widely differing 
effects it is possible to achieve, 
and are sometimes still prone to 
imitate other processes. 

Top left corner of the card 
is reproduced above. 


It may be the provocative look 

in the eye, or the bamboo screen, 

but this has proved a successful 
eye-catcher. 


Chen Yu have found this is 
one of their most successful and 
widely used showcards and it is 
frequently used as a background 
foil for displays of the complete 
range of their cosmetics. For 
instance, one striking display in 
Bath which attracted much atten- 
tion, tied-in this showcard with a 
special promotion of Chen Yu's 
“Lotus petal look” make-up. 

Basic to the interest which is 
stimulated seems to be a desire 
to know why the lady is looking 
out from behind the bamboo 


®SILK SCREEN 
ECONOMICS 


—continued 


open field and although the early 
“gold rush” has eased, the 
tendency is for more intelligent 
and artistic uses to made of 
this powerful media. The result 
of this change in trend is that a 
materia) which basically is —_ 
expensive is used with less bul 
of colour and therefore at a 
lower cost, but with much more 
“eye appeal.” 


Short run advantage 


Most silk screen printers have 
now developed their works on 
mass production and labour- 
saving lines for the handling of 
big volume work, but it should 
also be 


One of the three studios at Dis- 
play Craft specialising in the 
creation of card sales-aid proto- 
types, retouching artwork and 
preparing stencils. 


In conclusion it should be 
said that as a reproduction pro- 
cess screen printing is now com- 
pletely accepted. Its uses are 
widespread, its quality is 
assured—and it is economical. 
Moreover, the thing which enor- 
mously interests so many buyers 
of the advertising media, is the 
fact that it can usually be pro- 
duced in a fraction of the time 
required by other processes. 


Cine ; — —- , ee —— 
y ™ ial Ala “ ‘ - 
A f ee 446 Marcu 4, 1954 
| a | | 
ar ee | ii . iia 2 ee — an 
| Prone: T ee ae 
a i MUSEUM  Z BT 
a j 8434 “a seat susie a 
¥ j : 
* Ee F iy = Ss oh ._ 
$ 7 . \ x 2 5, . a 
a | 
natural colours. Ferraniacolor can be easily proces- a — 
sed by the user and results can be seen a couple of 
ag hours after making the exposures—ano longer is it 
: I necessary to wait several days, or  —_—_— 
are being processed by a centralised 
os 4 ures, 
eee free bookiet 
: postcard to Neville Brown & Co. Led., 77 Newman St., W. | 
MS 
Be 
_ screen. 
Be _ ' 
| ee = j ws . P a ac 
“4 = > Re 
; HOLBORN 6245-6-7 oo: a" 
a. Bn 2 hurry, —— =e, 
5 ’ « « « then you need _ 
nade, x 
ig a | undertaken there has been a very 
) a a _ considerable expansion ia the 
‘ GORDON’S PUBLICITY LIMITED use of short runs for limited 
io re campaigns which can be pro- 
Pee re duced at prices that cannot be 
i a : Po approached by any other process. ‘ 
M  shewcards, Pasters, Bus Becki ond il 
for: SPEEDY saree enema AGENTS screen process is virtually the 
a ; dpesninen? ; only one which can undertake 
m MODERN PUBLICITY SERVICE @ | economically the production of 
Be: 2h Priests Bridge, Upper Richmond Road | short runs, and while there is a 
e.. wid | tendency for longer runs to be 
a 
.. es oe : ee le i ee gle. ie mee a 


Marcu 4, 1954 


Photography in Advertising 


LTHOUGH the outcome 

of 3-D on cinema screens 
is still anybody's guess, the in- 
vasion of 3-D photography 
into advertising is already fait 
accompli—and we are only 
seeing the beginnings. 

With Roye, an old friend who 
returned to Britain from a long 
stay in Canada, if not with a 
new idea, then at least with the 
energy to give it a new lease of 
life, | have watched with interest 
the experiments in simple two- 
colour stereoscopy. First, one 
or two trade journals; then a 
weekly newspaper; then Picture 
Post, which for some odd reason 
has been allowed to get away 
with several quite successful 
experiments in 3-D unchallenged 
by any national rival. 

Is it that others look down 
their noses at “stunts” —or 
what? There are subjects which 
cry out for depth. Obviously 
there are technical .snags, but— 


How to see the fashions 


in their fullness 


By JOHN HERON 


as Picture Post's initiative has 
proved—not insuperably so. 
There is, of course, the diffi- 
culty of the distribution of the 
es. Edward Hulton over- 
came this, but by being the first 
to do so he gained a valuable 
lead on any imitator, when 
somehow or other he _ got 
round the stickiness of 
distributing trade. 
Is there a real future for this 
of photography? I hear 
that a great store... one of the 
eatest . . . has yer: a 
ashion catalogue, all in 3-D. It 
seems to me that expensive mer- 
chandise (jewellery, for example) 
which can be presented “in the 
round” could well be sold this 
way. Fashion, we have men- 
tioned. And what about 
property?- And cars? Toys are 
a “natural”; I am sure that 


We invited 


A master crafts- 
man decorates 
English crystal 
glass at the Stour- 
bridge works of 
Webb Corbett Lid. 
This study is by 
John Adams of 
John Adams (Pub- 
licity) Lid. Bir- 
mingham. 


Graeme Lines will be thinking 
about an all 3-D Tri-Ang toy 
catalogue one of these days... 


* a * 


I AM constantly reminded of 
the admirable enterprise of 
British manufacturers in their 
ceaseless vigil for improved 
apparatus, better processes and 
more efficient techniques, in the 
field of wp ~ =f While 
many of the simpler pieces of 


You have so much more chance 


apparatus are intended mainly 
for the amateur, the professional 
benefits most by the never-ending 
research that goes on in the 
laboratories of firms such as 
Ilford, Kodak and Johnsons. 

A package that caught my eye 
recently was a bright yellow, 
red and black carton containing 
the new Ilford junior flash-gun— 
the essence of simplicity and in- 
telligent design. The gun—which 

@ Continued on page 448 
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the Paper Consultant! 


of achieving success when you meet 


to discuss printing matters 


if Spicers Paper Consultant is there, 


His suggestions on paper 


will help you to get into print 


with all the impact, 


speak to 


Telephone : CENTRAL 4211 - 19 New Bridge St., London, BC4 


originality, (and economy) you could wish. 


Speers 


. 
. 
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BUF ore 


you pass the stand design ask your- 
self if photo murals, enlargements or 
transparencies won’t make it doubly 
effective. They will! Blank walls earn 
no dividends. Space is too expensive 
to waste. Use it well and truly. 


If you feel we’ve got something here we 
shall be pleased to quote. Autotype prices 
are fair, we turn out a good job and keep our 

mises. And our clients find us a friendly 
nch to deal with. For some we have been 
doing jobs every week for years. 


Autotype enlargements are made in all sizes 
up to 80 sq, ft. in one piece. Indeed size or 
quantity doesn’t worry us, (But don’t think we 
are interested only in the big jobs—a half-dozen 
15 in. x 12 in. prints will receive the same care). 


The quality of Autotype colour enlargements 
is a byword in the photographic trade. They 
cost more, of course, and take longer, but their 
_~ in effectiveness is out of all proportion to 

r cost. And don’t overlook illuminated 
transparencies. 


An illustrated folder “Are you interested 
in ~¥ ?” and price list are yours for the 
as le 


Most of the really 
good enlargements 
are made by 


Autotype 


% 


AUTOTYPE COMPANY LTD., BROWNLOW RD., 
WEST EALING, LONDON, W.13. EALING 2691/3 


f Fewetick spoling 
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© PHOTOGRAPHY IN ADVERTISING -continued 


retails at only 7s. 6d.—is designed 
for open (non-synchronised) flash 
work, and can be used with any 
camera having bulb or time set- 
tings incorporated in its shutter— 
all, that is to say, except the 


| cheapest snapshot cameras. The 


gun comprises a strong bakelite 
case which accepts the G.E.C. 
No. BAGII5 photo flash battery, 


| a strong spring, a sturdy detach- 


able white plastic reflector and a 
plastic diffusing cover. 

The gun uses all flash bulbs of 
AS.C.C., fitting. The battery cell 
once in position, and the po’ 


| in place, all that is required is 
| gentle pressure on the bottom of 


the cell, via the spring device, to 
operate the flash. 

Whichever way you look at it 
as a piece of pomeratee the 
carton is a beautifully designed 
foe of printed salesmanship— 
Ilford deserve every congratula- 


| tion upon a really workmanlike 
| job, in the best “Britain can 


make it’ tradition. 
As a matter of interest, this 


| same company has an even 


simpler gun—selling at 4s. 6d. 
This is a one-piece affair; a 
simple circular reflector of alu- 
miniumised metal, to which is 
attached a clip which accepts any 
A.S.C.C. bulb flash, and a bracket 
which takes the normal flat torch- 
type battery—Ever Ready No. 
1289, for example. There could 
coeenty SS a simpler device. But 
it works! 
aS * 1 

Photographers I have spoken to 
in recent weeks have warmly 
welcomed the new Ilford develop- 
ing agent Phenidone, which is 
intended to replace  metol. 
Possessing all metol’s well-known 
good qualities, Phenidone has 
——— advanta over the 
older agent; apart from a greater 


efficiency, and being more eco- 


| nomical in use, there are certain 


practical advantages which seem 
to me to make it certain of wide 
and speedy acceptance—its rate 
of exhaustion, in a typical hydro- 


On show at the 
Ilford Gallery, 
London, is an exhi- 
bition of commer- 
cial photography 
from the firm of 
John Adams (Pub- 
licity) Ltd. Bir- 
mingham. The 
picture reproduced 
on page 447 i 
included in 

exhibition and so 
is this study of 
Granton kitchen 
knives. This latter 
piece of work was 
carried out by Eric 
Griffiths of the 
John Adams com- 
pany. Such quality 
illustrations are 
significant selling 
aids when em- 
bodied in cata- 
logues, brochures, 

etc. 


quinone formula, is less than 
metol, so that a greater number 
of negatives or prints can be 
developed in a given quantity; it 
is much less toxic than metol, so 
that those numerous sufferers, to 
greater or lesser degree, from 
metol poisoning need now suffer 
no longer; and, as the ultimate 
oxidisation product of Phenidone 
is colourless, there is less chance 
of finger and clothes staining. 
ca * * 

ODAK have _ introduced 

three additions to their 
Kodalith range of materials for 
the graphic arts. Kodalith ortho 
paper combines extreme contrast 
emulsion with a white, smooth, 
low-lustre light-weight paper 
base. Its many uses include pro- 
duction of line negatives and 
half-tone negatives up to 100- 
screen; and preparation of large 
screen positives in silk-screen 
work. Kodalith translucent 
paper resembles Kodak’s trans- 
lucent stripping paper, but the 
high contrast ortho emulsion is 
coated on a translucent lacquered 
paper base, which allows the user 
to assess image quality before 
the processing is completed. 

Kodalith transparent stripping 

film has a very high contrast 
ortho emulsion coated on a trans- 
parent low-distortion base. The 
toughened stripping layer can be 
removed and handled easily, wet 
or dry. The film is specially 
suitable f6r combination line and 
half-tone_ work and for makin 
negatives and positives in sil 
screening, also for reproducing 
type matter, borders and line 
work in photogravure. 


+ * 

LTHOUGH photographers 

Arthur Brilliant and Bil FE. 
Jordan operate in_ relatively 
restrictive premises (see ADVER- 
TISER’S WeeKLY, February 4, 
page 243) they are able to build 
complete sets (including full 
length studies) adequate for al- 
most every type of advertising 
illustration requirement. 
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| photowork ‘ 


: as that / 


We enlarge to any size you 
require. You can have gigantic 
enlargements in black and white, 
sepia or full colour. Just state your 
size and leave the rest to us. 

By the way — don’t forget that 
we make quantity prints as well. 
Any number — any size. 


ph otowo rk LIMITED 


& LILYWHITE LTD. 


Head Office & Works : 
BRIGHOUSE, YORKSHIRE Tel.: Brighouse 1240 


73 BAKER ST., LONDON, W.!  Tel.: WELbeck 0938 


BIRMINGHAM, CAMBRIDGE, GLASGOW, LEEDS, MANCHESTER, 
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HELEN JARDINE 
ARTISTS LTD 


Minerva House, 35 Wellington St.,W.C.2 Temple Bar 6720 


TRAPINEX 
for 
TRANSFERS 


Service and Quality 


TRAPINEX LTD 
176-188 ACRE: LANE. BRIXTON, SW2 
BRIXTON 2057-8 
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. & LAYOUT is | 
only half the battle . 


Intelligent he a start with | a 


the type face they know they can 
trust to give a look of distinction 
and individuality to their layouts, 
and to express the “personality” 
of the firms whose goods they 


advertise. 


They need, therefore, a wide 
choice of really fine type faces— 
and they get it whenever they 
wisely decide to use a ‘MONOTYPE’ 
face—together with the assurance 
of the sharp, inimitable printing 
quality of single type. 


MONOTYPE 


REG. TRADE MARK: THE MONOTYPE CORPORATION LTD 
Reg. Office: 55-56 Lincolns Inn Fields, London, w.c.2 
Head Office & Works: Salfords, Redhill, Surrey 
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SILK SCREEN ARTS L>) 


@?F SHIRLEY ROAD, CROTOOR 
AGOetscCOmest Ftat-s 
T? . 
CXPRESS 
Obaivery 


mitt Gea ' 
pRAN) Swamy 


gm 
R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


36 CARTER LANE, E.C.4 
CENTRAL 6950 


HARROW 
BILLPOSTING 
COMPANY 


‘The really 


economical art 
service. . . no 
city overheads. 


| 100 STAPLEFORD ROAD, LUTON 


TELEPHONE 3312 


| market or 
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800 foreign firms 


show their wares 


INCE the International Frank- 

furt Fairs were revived in 
1948, they have become firmly 
established and world renowned 
as a show place of the wholesale 
consumer and 
essential goods of all kinds. The 
International Frankfurt Spring 
Fair, which is to take place from 
next Sunday to the Iith of the 
month, will exhibit samples of 
consumer goods and products of 
| light industry from about. 3,000 
exhibitors. Of these about 800 
to 900 will come from some 30 
European and overseas countries. 
This underlines the international 
character of this fair. About 
eight European countries will 
have their own pavilions. 

Included in the exhibition 


| grounds are 17 covered halls with 


altogether about 90;000 sq. 
metres of covered space. Further, 
various commodity groups, such 
as sports and’ camping articles, 
artistic handicrafts, foods and 
drinks and architecture, occupy 
some 10,000 sq. metres of open 


space. 

Goods of the finest quality are 
exhibited at this fair and the 
large choice has a strong attrac- 
tion for buyers from all nations. 

Some of the main attractions 
at this next event will be the 
following groups: clothing and 
textiles; artistic handicrafts; office 
equipment; paper and packing 
materials; soap, perfumery and 
cosmetics; essential and 4 
foods; musical instruments; 
smokers’ requisites; and _ slot 
machines. 

There will be a prs voy “Afrika- 
Weweleee. 4 og t the fair. 
The agents for the fair in this 
country are Lep Transport Ltd. 


Denmark 


The two big publishi 
Berlingske Tidende an 
berghus, recent pened the 
rinting plant which "the they have 
uilt for their own use. The 
new printing house has been 
named “Husumtryk.” 
Berlingske Tidende publish 
Denmark's leading daily of the 
same name, as well as Berlingske 
Aftenavis, B.T., Sendags B.T., 
Landet and Billed Bladet. 
Gutenberghus are the pub- 
lishers of the big magazines, 
Hijemmet, Alt for damerne and 
Uge-Revyen. 


Sweden 


Another rise in the circulation 
of the Malmé daily, Sydsevenska 
Dagbladet has been announced. 
For the last few years it has 
had a steady curve upwards. 


t Frankfurt Spring Fair 


Textiles will be a main attrac- 
tion at this years Frankfurt 
Spring Fair. 


The figures for the whole of 
1953 are given as: weekdays, 
72,511; Sundays, 125,137. Figures 
for 1952 were 69,979 and 
121,941, respectively. 

This newspaper covers Malmé 
(100,453 families) thoroughly 
and is suited for advertising 
cheap mass-produced products 
as well as expensive, specialised 
commodities. 


rf - Pacts bens Brazil 


, A survey of economic and 
oummuad conditions in 
Brazil has been published { 
by H.M. Stationery Office, 
at 5s. 

This is the latest volume 
in the series of overseas] 
}economic surveys issued by | 
the Commercial Relations 
,and Exports ment of 
dew. Board of Trade. 


Japan 

An International Trade Fair is 
to be held at Osaka from April 
10-23 next. Of the 400 stands to 
be constructed 200 will be allotted 
to manufacturers in the United 
Kingdom, United States, France, 
Italy, Belgium and 28 other coun- 
tries which it is hoped to interest. 
A special mission will visit the 
U.K., USA. and European 
countries to solicit their support 
for the event. In the section 
showing Japanese goods emphasis 
will be given to the textile and 
machinery industries. British 
exhibits of iron and _ steel 
products including latest pattern 
machines and tools have been 
specially invited. 
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Making the fractionating 
column popular 


HE SENDING of the largest 

fractionating column ever to 
be shipped from this country to 
India gave the P.R. department 
of the Shell Petroleum Co., Ltd., 
a big opportunity to pile up a 
mass of column inches in the 
national press . . . especially in 
connection with the column's 
trip from Greenwich. 


Weighing 65 tons and with a 
length of 110 ft. and a diameter 
of 10°5 ft., the column was made 
at the Greenwich works of G. A. 
Harvey & Co. (London) Ltd.— 
only two miles as the crow flies 
from the King George V Dock. 

The column was so large, how- 
ever (believed to be the bulkiest 
load ever to be taken through the 
streets of London), that it had 
to make a journey of 75 miles 
(as far south as Bromley, across 
the Lambeth Bridge and then as 
far north as Hendon) to make 
the trip. The average speed 
of the column was just over two 
miles an hour and, because it 
was able to negotiate several 
difficult corners more easily than 
had been expected, it arrived at 
the dock hours ahead of schedule. 


‘ 
Displaying the brain | 


HE OFFICIAL unveiling of 
“Leo” (the Lyons Electronic 


The difficulties encountered in sending to the docks a huge fraction- 
ating column offered big scope “oath the P.R. men at Shell. 


office) took place recentl 
Cadby Hall party atten x 
representatives of 25 national 
newspapers or agencies 
pe — of leading industrial 
rs have devoted space 
to to the | yons’ project, which took 
six years to complete. 


| Showing the fur 


ROWD-pleasing attractions 

at the "lately ®eld London 
Fur Mart included a live mink, 
a fur clock, and a mannequin 
parade at lunch-times, when the 
crowds—mostly City workers— 
were at their thickest. 


The Lord Mayor, 

Bowater, and Lady Mayoress of 

London admiring the fur clock at 
the Fur Mart. 


= 


ee To ¢ 


~ 


Old established Home Counties 
Weekly Paper (A. B.C. Member) 
requires representation in Mid- 
lands and North of England. 
Only Representatives with estab- 
lished connections need apply. 
Good terms offered plus effective 
Head Office backing. 


Write in confidence to 


Box 6936 
Ad. Weekly 180 Fleet St EC4 


PACKAGING 
CONSULTANT 


All-in design, print, 
and production for 
film-paper bags, 
cartons and of 
sale material. Per- 
sonal service from 

Director 


F. G. CURTIS & CO. LTD. 


Haydons Works, Haydons 
Wimbledon, sw i9. Liberty 4814 


Sir Noel | 


Fluocoat 


for the 


FINEST 


Fluocoat fastens light tight: Requiring NO 
varnishing, this hard gloss fluorescent screen ink 
| possesses a very high degree of light fastness, and 
the initial brilliance can be preserved for as long 
. as six months. 

| Fluocoat fights fog: Rain and the general grime 
_ laden atmosphere of the big cities, as well as fog, can 
| ruin the look of most posters. Fluocoat, which is 


_ washable, helps to preserve their original brightness. 
Fluocoat is found : in six exciting colours—Green, 
Yellow, Orange, Red, Magenta and Blue. What 
is more, these can be increased to almost any col- 
_our of the spectrum by overprinting or by mixing. 
_ Most important of all to remember is that 


| Fluocoat is to be found at: 


Photocolour 
Laboratories 
Limited 


WALHAM HOUSE, WALHAM GREEN, LONDON, S.W.6 
Telephone: FULHAM 9725 


*% Other specialities by Photocolour Laboratories Ltd. 
include Fluorink, Fluolac, Fluoprint and Fluorart 
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MAN BEHIND 
THE IDEAL HOME 
EXHIBITION 


ORGANISER of the Daily Mail 
Ideal Home Exhibition at Olympia, 
Laurence E. W. Stokes-R is 
a man of immense vitality, sanguine 
temperament, and great experience 
a6 an organiser. e¢ has had to 
make use of all his gifts during the 
preparation of this year’s Exhibition 
which opened on Monday and will 
continue until March 27, for difficul- 
ties have not been inconsiderable. 

Mr, Roberts joined the 
exhibition department of Associated 
Newspapers Lid. in 1947 having 

m general 

manager of 

Beck & Pollit- 

zer Strand 

Electric. He 

became assist- 

ant organiser 

of the exhib- 

ition depart- 

ment and 

after a short 

spell in Man- 

chester, was 

general mana- 

ger of the 

Weekly Over- 

seas Mail 

(now Week- 

end Mail) un- 

tii he went to Scotland as general 

of the Scottish Daily Mail 
in Fe poory, 1952. 

A Stratford man, he is greatly 
interested in his famous native town. 
He is a governor of the Shakespeare 
Memorial Theatre at Stratford-on- 
Avon and a Liveryman of 
Painter Stainers Company. During 


the war he was in charge of entey- 
tainments for the troops in $.B.A.C. 
and rose to the rank of Licutenant- 
Colonel 

Throughout the weeks preceding 
the opening of this Exhibition—Mr. 
Stokes-Roberts’ first at Olympia-— 
he has ecarned the affection and 
admiration of his large staff by 
reason of his equable temper in the 
most trying circumstances and his 

erpetual approachability no matter 

w minor the problem. 


* * * 


THE industrial patronage of ‘the 
arts that has now largely supplanted 
aristocratic patronage has been well 
exemplified in the presentation of 
three gifts to the Plymouth Art 
Gallery. They are a painting, “ 

Citadel, Plymouth, 1857,” by James 
Wilson Carmichael; a  snuff-box 
made from locally-mined silver; 
and a document dated 1759 referring 
to the Citadel. The Earl of Mount 
Edgcumbe, who made the presenta- 
tion on behalf of the Friends of 
Plymouth Art Gallery and Buckland 
Abbey, revealed that the document 
was given by Geoffrey Harmsworth 
and the. two other gifts by the 
Western Morning News Co., Ltd. 


made, most valuable 
to 


tions the city, and y a few 


ROWSE, MUIR regret 

they cannot accept 

any further space bookings 

for their forthcoming publication 


so you're engaged 


They wish to thank all the 
advertisers who have taken space. 


Final copy date: 


March 21st 


Harry T. Kane: 


Advertisement Manager 
Rowse, Muir Publications, 
3 Perey St., London W.1. MUS: 8252 


hours previously the newspaper had 
given a beautiful Georgian silver 
teapot to the Lord Mayor's Fund. 


* * a 


Double celebration 


LAST Monday the Efficiency 
Magazine celebrated its 40th year of 
regular monthly publication, It 
was founded during the First World 
War by the late Herbert N. Casson, 
and the editorial contents were 
written entirely by him for over 36 


years. 

Edward E. who took over 
control in 1950, made this a double 
celebration by getting married last 
Saturday, at Church of St. 
Sone the Martyr, Shirley, Surrey, 
to iss Shei ay Bonny, on 
<> mad of Walter J. Bonny, of 
Shirley. 


Miss Jeanette. Avery (of Norvic 
Shoe Co. advertising department) 
and David Graham (copy- 
writer with R. S. Caplin Lid.) were 
married at St. John's, Hyde Park 
Crescent. Miss Avery is _ the 
daughter of Frederic Avery (adver- 
tising production consultant) 

Mrs. Avery; she first met her future 
husband when they were both 
working at on? pattem & Co., 

td. 


BANG ON 


“Birmingham Mail" pho‘ograph 

A. E. Upton, advertising manager 
of Cuxson Gerrard & Co., Lid. 
4 ht), being presented with a 
.A. Martini international rifle by 
Col. Philip Docker, president of the 
Warwickshire Smali e Rifle As- 
sociation, in appreciation of his ser- 
vices as press officer during the past 
three years. r. Upton is also 
honorary press officer of the Mid- 
branch of the Incorporated 
Advertising Managers’ Association. 
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THE ORIGINAL 
‘POCKET VENUS’ 
IN PRINT 


Most aspects of fashion, includ- 
a“ role of advertising and 
publicity in the fashion industries, 
are dealt with 
in On Vanity 
Fair, a new 


book pub- 
lished by 
Convoy Press 
(16s.). Its 
compiler is 
Mrs. 
Page, who 

has wri 

many of 
chapters her- 
self as well as 
contributing 
amusing 

drawings. 
When it 
. ? comes to 
fashion advertising Mrs. Page s 
with experience. She obtai her 
first training in advertising at 
Crawford's under Mrs. Margaret 
Havinden, for whom she retains a 
great admiration. Subsequently, as 
a founder-director of Colman, 
Prentis and Varley, she played a 
leading part in the Pocket Venus 
promotion for Jaeger—indeed, she 
was, I believe, the original “Pocket 
Venus” on the Jaeger Style Com- 

mittee. 

The war provided an interlude 
with the Ministry of Information in 
the Middle East, Sudan, Eritrea and 
Cairo. Now she is established as a 
free-lance fashion consultant, direct- 
ing fashion, styling, public relations 
and advertising for a number 
important concerns. 

er husband, Anthony Page, is 
a presentation consultant to adver- 
tising, publishing and industry. 


Helped to lift 
his sales 


WHEN Sir Mackenzie 
opened the British Poster Advertis- 
ing Exhibition in the Merchants’ 
Hall, Edinburgh, the other day, he 
was able to give testimony to the 
value of the ter from his own 
experience with his first beok. He 
told how he had suggested his pub- 
lisher should find out what tt would 


Suv 
Compton, “it was 10s. a month.” 
They decided only to advertise the 
book in the Tube lifts at Hamp- 
stead, Earls Court, Piccadilly and 
Sloane Square; and ple used to 
come up to him say “I can’t 
get away from your name. It is 


all over London. 
Contact 


WEEK'S WISECRACK 


~ 


“We must make sure that 


the new girdle campaign 
doesn’t slip through lack 


of support.” 


YS tes ae ee 
F eee RERES F : r ais 
a ee 452 fF 
iM by . - a. 7 
} ad ae ay a “4 . < 
ba i” @ % 
| y f T i. 
a 7: i Bea 
oa « 
Pe 
NM oe ee 
; es ae 
- a 
Nee + 7 - 
3 pe ri ry « @ ' ve 
; “* 
>_>. 
oe : 7 
yr The Lord Mayor paid a warm ' 
a." tribute to the ppasrodty of the ys 
; Harmsworth family and the Western ‘eee 
es Morning News towards Plymouth, ae a 
a From time to time, he said, they ‘ioe 8 
+ 4 e*,J 5 * 
v : : Ph 
. | ee ers 7 
| a a | 7 5 
AA) a. ae e 
rs a Pa 
apy . ‘v. 
; Ge.% 
; ——— Ne) 
ra 
yo ay ‘ne ei five Ps Nets ae mee fo Lan. a am: io ae ae, oe 


EFORE THE THUNDER and smoke of battle, the 
tensest moment: the ships sliding towards each 
other over the hissing sea, the guns run out, the crews 
still...and waiting. When someone murmurs the blas- 
phemous grace “For what we are about to receive . . .” 
Yet the men that died from round shot, from steel, 
were few compared to those who died from scurvy, the 
real scourge of the sea in those far-off days. And it was 
not only at sea that men died through lack of proper 
food, or from diseases caused by dirty food. 


ADVERTISER'S WEEKLY 


, 


i | 


( Dy courtesy of the Trustees of the National Maritime Museum, Greenwich.) 
ENGAGEMENT BETWEEN ANSON’S “ CENTURION” AND THE TREASURE SHIP “ CAVADONGA”, 20TH JUNE, 1743, by Samuel Scott 


Today we know far better what to eat. And how to 
treat our food. How to keep it fresh and free from con 
tamination. Much of our food today is protectively 
wrapped... from the baker, from the factory, from 
the shops. Wrapped, it may be, in packaging made by 
Bowaters. For Bowaters make wrappers and containers 
of many kinds—for food protection and a thousand 
other purposes in commerce and industry, all of them 
contributing, in their several ways, to the health, 
pleasure and efficiency of modern living. 


Bowaters 
An international organisation making paper, board and packaging materials 
that answer the needs of industry and trade throughout the world. 


United States of America - Canada - 


| ae 


Australia - 


THE BOWATER PAPER CORPORATION LIMITED 


South Africa + Republic of Ireland « Norway - 


Sweden 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


New monthly 
on toys 


What is claimed to be the world’s 
first journal to be devoted o aney to 
wal he vubliohed tae ech. 
wi ublis short 
niview Publications oly ty ech 
Toy and Game Manufacture will 
have a complete Commonwealth 
coverage and be circulated to lead- 
ing manufacturers in Europe, the 
U.S.A. and other countries. Pub- 
a monthly; annual subscrip- 
tion ; type area, 8 in. x 6 in.; 
full page rate, eosin, £34. 


* 

Double the usual amount has been 
spent on press publicity for t 
yz uD of Reader's 
large ppsaring in the Daily 
Mirror’ Dai Daily Herald, The Times, 
News Chronicle, Daily Sketch, 
Picture Post, Observer, and leadir 
Scottish, Irish, and 


Papers. 


oo * 
A 100-page issue of the 
Journal to-morrow (Fri- 
dey) I. 1 featuns an age Ey 
istol’s post-war p! 
emt pn schemes. 


* 
porwe.. special onahes to be 
introduced by Temple Press will be 
the international gas oupens ® sblished 


of 
on March 12. 
+ a kK 
Fifth issue of Bio _, News, “the 
gardener’s newspaper,” has now 
appeared. Published once or twice 


ear Pan Britannica In 
oC Waltham Abeer, and Flach and 


Knight, of Bracknell, it has a print 
order of 250,000 and is sent to 
horticultural sundriesmen as a sales 
aid for distribution, free of charge, 
to their customers. Advertisements 
in this four-page Paper are confined 
to the products of these two com- 
panies. 


Patterns for 25% items are included 
in Baby's Woollies, a knitti book 
blished at one shilling the 
World (Benn Brothers 

Ltd.). ‘ “ 


oa 
A strip cartoon of the new 
adventures of Sherlock Holmes 
began in the Evening Standard on 
Monday. 


Colour pin-ups sent 


to advertisers 


To draw attention to colour 
available in R.A.F. po Be 
monthly calendar 
from the current Ph my are bene 
sent to advertisers. 


* * a 
The cover of National Post, the 
journal of the National Cash 
i Co., Ltd., has been re- 
styled. Formerly framed, the cover 
picture is now bled off on both 


* 
First (March)" issue of 


The 
Houseowner, a 2s. monthly = 
lished oy Princes Press Ltd., a 


minster, has Eppeased. 

114 in. x Min. with colour on the 
cover and on some of the advertise- 
ments, it includes articles on house- 
holders and their homes, incl 


, including 
Sir Winston Churchill's, on radio 


aa ADVERTISING MANAGER’S CORNER | 


SIT. VAC. 


It isn’t always the sit. that’s vac. — we've known 
Advertising Managers who felt that way, too. 
Fortunately, that’s the sort of vacancy that the 
old firm is well qualified to fill — 
experience, excellent references, thoroughly office 
trained and willing to work overtime. So if you're 
tired of exploring the cranial void in a vain search 
for bright ideas, don’t advertise your vacancy to 
the rest of the world — call in Harris and no one 


need ever know. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel.: REG 3295-4 


years of 


Readers interest 
spur to production 


To illustrate now, i faith - 
contem ay — 
justifie Garden this this 
month A. by an article with 
reproductions of many of the 

vertisements for contemporary 
furniture carried by the magazine 
in recent months. 

The introduction told readers : 
“Your growing interest in the 
contemporary furniture and 
furnishings we showed you led 
more manufacturers to make 
them, more to stock them 
and then to advertise them. 

“Our Christmas issue 1948 
carried only three ts 
of contemporary furnishings. 
Our Christmas issue of 1953 con- 
tained 30—a 10-fold increase.” 


rsonalities, motoring, _ historic 
Pouses, holidays, and work in the 
home. Advertisers range from 


domestic opeoment manufacturers 
to a firm bookmakers. 


aa 
readership 
the ae 
primary readers, 22 oe 
bought new cars during 1 
19 per cent ex to buy news ary 
this year. ring the past three 
years the sale of the journal has 
risen from 25,000. 
a * a6 
The News of the World on Mon- 
day published, at 8s. 6d., the News 
of the World Better Homes Book, 
of 200 pages, containing advice on 
finding and furnishing houses. 
% * a 
Sesemng op ee & Service 
td., advertisement con- 
po a AE me tor I R.A.C. Continental 
Handbook, report that while the 
1953 edition carried 10 pages of 
German advertisements, the 1954 
edition, now closed for press, 
carries 40 pages. 
cs 
ABC net 
Stratford 


of turf 
commission agents, have published 


the 1954 edition of their 


* ok ca 
The annual “Fitting Out” number 
of Yachting W (Associated 
Iliffe Press) is a much enlarged issue 
covering the whole subject of fitting 
out, and giving practical advice on 
ropework, galley equipment, dinghy 
maintenance, navigation, insurance, 
etc. 
oe ak * 
The spring number of Cycling 
to be published on March 18. 
oo of ok 
This year’s spring number of 
Motor ~ be published on 
March 11, eatly enlarged 
and will toate me. extra editorial 
pages in gravure. In addition to 
the buyer's guide to British motor- 
cycles, sidecars and three-wheelers, 
other features will range from cara- 
vans and camping to the choice and 
purchase of clothing accessories. 
oe a aA 
April issue of The Light Car will 
annual holiday number. 


ndustries Ltd. are extending the 
series of 13 programmes by 
They will 


Advertisements in the leading 
rs of East Central Africa 
week appealed ~ | = end of 

racial intolerance and colour 
bar. The ~~ BA- averaging 


Hospitality offer 


Southampton Corporation’s pub- 
licity committee has written to the 
Advertising Association “to see 
whether Southampton might be able 
to co-operate in ening bes —~d 
to delegates’ attending 
ing Association's + b4 a 
Bournemouth in May. 

* oe _ 


Opening at the Tea Centre, 
Regent Street, to-day ursday) is 
an exhibition “Just Your Cup of 


Tea.” 
* 7 * 

A booklet Careers in Printing Ink 
Technology has been issued 
technical training board 
Printing Ink and Roller Making 
Industry. 

_ 

The Advertising Association is 
issuing a reprint of its leaflet on the 
block racket 


Appeal upheld 


The Ministry of Housing and 
Local Government has allowed the 
appeal of Lidstone a Ser- 
vice against the refusal of 
fe h council to permit display 

a 48 sheet solus board at Coro- 
Sie Road, a 
* 

The W. Horace ce" Bigas Pres Organ- 
isation Ltd. appointed 
London advertisement — 
tatives of the Austin i Piapatins 
monthly journal Kvsstin 
Motor Co., Ltd.; Motoring and 
_s he" Niel Efficiency, published by 

d Organisation. 

- * 
wisteeans Advertising Association 
spent £1, 306 on newspaper fesse 
last year, and as a ee ae 

requests were received 
| handbook. 

* * * 

The display figure which is being 
use in promotion of the new 

age girdle by Berlei (wk) 

Ltd., described in last week's 
ADVERTISER'S WEEKLY, comes from 
Carleton Russell Ltd. "Made in that 
firm's papier m&ché process Dura- 
mold material the figure will stand 
a considerable amount of wear and 
tear. 
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; __—_Ples. We Hear 
oe Rotherham town yy © = 
mittee, in granting an 
for a new petrol station, has inserted 
: a special condition that “all adver- ’ 
\ tising matter displayed on the 
premises shall be as tasteful as pos- 
Br. sible and restricted to what is 
é * * * 
1 Kodak are nies an exhibition 
4 of phctographs b arold White at 
| the K Gallery, 184 Regent 
= Street, London, W.1, from next 
28a Monday until Saturday, March 27. 
ive * om * 
Following the success of their 
Radio Luxembourg record pro- 
: _ Electric and Musical 
Po April 1 instead of this week. 
es - * * * 
columns in _ paper, were 
SS issued by the Capricorn Africa 
a Society, who aim to recruit 100,000 
rp member , a 
side 
ending December was 80,895 copies. a 
i * ca * 
oe F is publishing a special 
a “Hateopton of the World” number Ps 
. on March 12. 
r a ok ok 
4 David Cope Ltd., one of this 
i * Enc 
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London Office: 59 Fleet St., E.C4 
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Safety in 
| Industry 


About 700,000 Occupational Accidents occur 
in Britain every year! Safety in a is one 
of the many aspects of Industrial ciency 
which receive constant editorial attention in 
PERSONNEL MANAGEMENT, WELFARE 
AND INDUSTRIAL EQUIPMENT — the 
magazine which is read by the executives who 
are responsible for maximum industrial output. 


The April issue of the journal features 
Safety in Britain's Atomic Energy Plants; the 
May and June numbers will give adequate 
coverage of the Scarborough Exhibition and 
Conference of the Royal Society for the Pre- 
vention of Accidents to be held on May | 4th- 
16th, and will be of great interest to Industrial 

Officers attending the Conference— the 
people who are anxious to keep up to date in 
all aspects of Safety in Industry. 


if you sell Safety Equipment to fb 5 
reach the people who are most interested in 
Ex. products — advertise in PERSONNEL 

ANAGEMENT, WELFARE AND 
INDUSTRIAL EQUIPMENT. 


Ring CHANCERY 8844 for rate card. 


Terminus 8770, 0073 


Ulster’s leading farming publication 


“FARMERS’ JOURNAL” 


(Official ~- of Ulster Farmers’ 


nion) 


A.B.C. figures 
July-December 1953 


26,302 


wereen OF THE 
avoir suAtayu 
OF CIRCULATION 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 


‘ 


PERSONNEL MANAGEMENT, 
WELFARE 


& INDUSTRIAL EQUIPMENT 
180 FLEET ST., LONDON, E.C.4 
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Compliment 


from Connemara 


oe Below is an extract from a letter from the pro- 
prietors of a high-class guest house in lovely 
Connemara, They are advertising in the Belfast 
News-Letter holiday columns this year again. 
(Their name and address—and copy of their 
advertisement—will be sent to any interested 
person on application). 


“We advertised in 1953 in the Belfast News-Letter 
with most satisfactory results... . Over 35% of 
our visitors came from Northern Ireland, almost 
entirely due to our advertisements in your newspaper.” 


| It pays to advertise in a morning newspaper. 


Belfast News-Letter 


Established 1737, More than a newspaper—an institution 


Do us , Belfast. 85 Fleet S 2, Landen SUNDAY ERGDRY Corporation Serene, Conia, 4. Tel: CENTRAL 846! 


ER rtisement Director. 
167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 
Leeds Office: 11 ALBION PLACE, LEEDS. TEL: LEEDS 24996 
Manchester Office: MIDLAND BANK HOUSE, 26 CROSS STREET, 
MANCHESTER, 2. TEL: BLACKFRIARS 3930 


~~ ™ 
pS ey a > Se, 


~ 


remains a straight line 
when you use Kodatrace 


Whatever you draw on Kodatrace will 


: ‘ ; Beau Nash put his money 
remain accurate for all tme because en fath—esek Gee | Sees he 
Kodatrace has a far higher degree of made it a centre of fashion and , . 
dimensional P Bath has never looked back. Today it owes its prosperity 
oo Se wer apes and to a less exclusive cause than the old Assembly Rooms. 
more exact drawing there “Ts nothing ..to In fact, it is this very variety that makes Bath oo a 
equal Kodatrace. It’ : flourishing centre. It is the focal point of a rich farming 
. a pen eaeenanes countryside. It is the home of many busy light industries. 
between the idea and the finished job It is a health xesort, and a famous tourist attraction. It 
houses a large branch of the Admiralty employing nearly 
10,000 civil servants. This all adds up to one of the most 
inviting mass markets in the country. A market that is 
“ blanketed ” by the Bath Chronicle at 9/- per S.C.1. It is 
oper pristed in Somerest, Gand 24,000 ane salt 
lor every house in the city—and it is widely read 
——— throughout Somer set 


THE MODERN TRANSPARENCY and Wiltshire. 


Send for leaflet ond test somple or Bath » AND WILTS 
fore pisraruross —gmeda me eee cee | \\ ee OUT AND HERALD 
H. C. STERN rat 0 yn “ae 


CRAVEN HOUSE, 12! KINGSWAY, C2 | Get full detail 
Telephone HOL 6086 LONDON. a | The Advertisement Manager, (ha Peer Siooct’ London E.CA. Central 2161. 
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Accounts 


aes for Samson Clark & Co., 
td. 


KRAFT MARGARINE for the J. 
Walter Thompson Co., Ltd. 


— DICKINSON’S HOUSE- 

OLD DEPARTMENT for 
a Clark & Co., Ltd. In- 
creased insertions in women's 
magazines for Hostess paper 
serviettes and doilies. 


BARNETT EMANUEL LTD. and 

— Point citrus fruits (provincial 
pers) for the W. 

Sout combe Advertising Agency 


SANTOS MANUFACTURING 
CO., LTD., makers of vacuum 
flasks and nursery accessories, for 
David Macaulay Advertising Ltd. 


PHILIP B. WALDRON & CO., 
makers of Dron-Wal spray equip- 
ment and _ syringes (national 
gardening and farming papers), 
and Laybyette babywear (women’s 
magazines) for Auger & Turner 
Ltd. (Birmingham). 


THE CRESSALL MANUFAC- 


for Beardmore Advertising 
td. (Birmingham). 


JAMES PASCALL & CO., LTD., 
sweet manufacturers, Public re- 
lations account for 
Edwards & Associates Lad 


THE JOHN LEWIS PARTNER- 
SHIP for Legget Nicholson & 
Partners Ltd. 

NATIONAL MILK 
COUNCIL for 
Crowther Ltd. 


sureare onanes 
made by O. Groves 
Colman, Posatke & Varley Lt 


. E. HANGER & CO., LTD 
makers and fitters OF artinctel 
limbs (whole and x o. in 
medical and allied journals), 
Chic 


PUBLICITY 
Mather & 


ASH, 
5 ag 


Dairies Ltd., ice-cream, 
yoghurt and milk products (south 
coast local press) and 
Bros. Ltd., food importers and 
exporters (half-pages in 
trade papers) for G. Street 
Ltd. 


RING MOTORS LTD., electrical 

equipment manufacturers, for 
John Willis Advertising Ltd. 
(Manchester). 


Cc. R. TIPPING & CO., LTD., 
makers of Tipco hand tools, for 
Gee Advertising Ltd. (Leicester). 


S A. SINCLAIR & CO 
1AMD, makers of Auto-Kine 
E. Walter George 


ULLY (KNITWEAR L 
yg oe Publicity Co., ™ 


METERS LTD., makers of dom- 
estic and industrial gas — 
d other appliances an 
equipment, ler Scott-Turner & 
Associates Ltd. 
NEW COCONUT GROVE for 
Allardyce Palmer Ltd. 


Campaigns 


LADYBIRD LTD., children’s wear, 
using national daily and Sunday 
newspapers, full colour es in 
Picture Post, “qr mes ilfred 
Tisbury & Co., 


a ae SAneers, using full pages 
in full colour in magazines 
(Publicity Arts Ltd.), 


HARDCASTLE PIPES  LTD., 


nMewspapers (the W. South- 
combe Advertising Agency Ltd.). 


PLATTERS & srab@runs LTD., 
using large ces in Daily 
Express and ‘Daily Mail and 
double page spreads in_ trade 
press for Sky-line and Ovenex 

es of kitchen — (Charles 
Barker & Sons Ltd 


BRILLO soap pa, using national 
and provincial newspapers, maga- 
zines and trade press (Saward, 
Baker & Co., Lid), 


PANDA shoes, using national daily 
and Sunday newspapers, pro- 
vincials and local 
women's 
press (Auger & Turner Ltd.). 

SISCO palate, usin, national ae 
papers, —T ae = 
press ( J. Walter hs 
Co., Ltd.). 


PORTLAND SHO using 
<a and provincial news- 
ines and trade 


eres (Pictortal Publicity Ltd.). 


P.P. POULTRY Ly 
relations campaign 
Ltd. (London) ). 


public 
** Peacock 


using Radio 
Times, colour ads in 


— press ancciflond Blo re 


& Partners Ltd.). 


LILIA LTD., using Daily Mirror, 
Reveille and a "s magazines 
(Clifford Bloxham & Partners). 


CATESBYS LTD., using Daily 
Telegraph, London evenings; and 
Contracts Division, news- 
papers, management journals, 
architectural and building maga- 
zines (Clifford Bloxham & 
Partners Ltd.). 


COPYCAT MARKETING e., 
using me and «ind professional 


magazines 
Associates Lea ). 


ENTHOVEN SOLDERS LTD., 
using trade and technical 
(Scott-Turner & Associates ). 


BATA SHOES using large 
in national and provincial news- 
gegee Sete Davis Whitcombe 
art Ltd.). 


JOHN WEST’S TUNA using 
national and Sunday newspapers. 
full colour filmlet, showcards and 
window bills (S. H. Benson Ltd.). 


RUFFLETTE using national press, 
local newspapers, film and ler 
aid material (the Winter Thomas 
Co., Ltd.). 
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Ronuk moving after many years 


Giant ll-week drive 


for Plantoids 


One of the heaviest and most 
concentrated campaigns ever run 
for a fertiliser will break this month 
for Plantoids. 

Duri an Il-week cam 
there will be full colour back cover 
pai es in national weekly magazines, 

pages black and white in the 
saeniee press, a half in the 
aily Express, a series 
triples in The Times, : 
covers in the Radio Times and big 
spaces in the Daily Mail, Reveille, 
and wn ~~ daily news- 


Rocio Led. agents are Arthur 


Springtime in 
the kitchen 


Springtime into 
is the theme of 
ign being planned by Platers 
Stampers Lid. for their Ovenex 
ol _rane range of kitchen 


utensi 

The scheme will break on 
Wednesday, March 31, with a half- 

1 in the Dail Express. This 

be followed by a 13-inch 

= column space in the Daily Mail. 
Double-page spreads are being taken 
in the trade press. Barker 
& Sons Ltd. are the agents. 


“Brin 
kitchen’ 
* 


~ 


Hints for home 


decorators 


Helpful hints for “home decora- 
tors are to be given in a new series 
ss advertisements for Sissons paints. 

scheme will include a_half- 

pase i the in the Daily Express and other 

in national news- 

papers, “the Radio Times and the 
trade press. 

Editorial style copy will be used. 
Readers will invited to “cut out 
the article and keep it to help you 


with your decorating problems 
The J. Walter Tusepece Co., 


Ltd., are the agents. 


Portland Shoes 


selling week 


Heavy advertising will be run by 
Portland Shoes Ltd. in national and 
provincial newspapers and 
zines for the week March 22- 7. 
This will be Portland Shoe Week, a 
feature of which will be a window 
display competition with £160 in 
prize money. 

The + will tell 
readers to look out for the The 
Portland window displays. 
judges will be the editors ot 

hoe and Leather News and shee 
and Leather Record, Roger Prvee, 

of Pictorial Co.. Lid 


handle the account a ae 
Kelly, director of Portland Shoes 


Canned Tuna 


scheme 


John West's Middle Cut Tuna, a 
canned fish, will receive powerful 
“Toa y= ey gE 

rge space advertising is 
in national daily and Sunday news- 


papers. rting the press ad- 
ann» mil b's full-colour filmlet 


which will howe in cinemas 
throughout p . country. Showcards 
and window bills are being distri- 
buted to retailers. 


Agents for the producers, Pelling 
Stanley and Green Ltd, are 
8. H. Ltd. 


Curtain up 


Thomas French & Sons Ltd. are 
launching their biggest-cver adver- 
tising campaign and sales drive this 
spring, focused mainly on a new 
booklet on curtain making, 3 
and hanging. This is being os 
free throw ugh coupons featured in 
extensive Rufflette advertising. 

Stockists are also being offered 
free advertising blocks and shared 
advertisi in their local. -news- 

8. Winter Thomas Co., 
» are the agents. 


New shoes by Bata 


Heavy advertising is used 
by the Bata Shoe Co., Lid. to 
introduce Bata shoes with Crépe 
Flex, a new soling material. 

The slogan is “This spring sole 
sensation saves your moncy— ye Ne 
your feet.” Large spaces are 
used in national and ee 
news including half-pages. 

Davie Ww and 
Lid, are the agents. 


Unequalied in Kent 


A) ee 
Associated Kent Newspapers 


Accounts Office 
30 High Sereet, Chatham (Chatham 2213) 


Representatives 
€. W. Player, Led., 30 Fleet Sereet, E.C4 
(Central 2786) 


A.B.C. 


Advertisement 
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Current Advertising $e en 
which “they have held for many PO 
years. In a statement issued 
a ME See | 
taken rane basic ae SS an 
oe on uture be 
Po ~ Fcc ei 
The Ronuk account is to be i 
—___ ein cr Se ; 
Co., Ltd, actual take over as 
date has yet to be fixed. 
Pp a M 
az 
a a 
Ltd., Dowler & Wakefield Ltd., 
Newey & Eyre Lid, Walker om 
Crosweller & Co., Ltd., George a 
Ward (Moxley) Ltd. and t 4 
Warne-Wright Grou of Com- Po FY 
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may 
D 
_ he. 
he 
, , 9 Newspapers aa ; 
} | Order vy 
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; | Account + 
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Greatest exhibition ever is os anal aim 


FOOD FAIR 
PLANS 


HE British Food Pair 
will be the greatest exhi- 
bition ever—if I have to spend 
every penny that Lord Beaver- 
brook has got!” This was 
how T. Blackburn, vice-chair- 
man of London’ Express 
Newspapers Ltd., pledged the 
all-out 4 “¢ of the Express 
oup to the Fair, which will 
held at Olympia, September 
7-18. 

Addressing exhibitors at a 
luncheon at the Trocadero last 
week, he dropped a hint about 
an exhibit—‘“something never 
seen in any part of the world”— 
to be sta by the Daily 
— at . 

sid th any further details, but 
said that it was now in the 
assembly stage. His board had 
seeded "nat the Fair should be 
the most successful exhibition 
ever held in Olympia. Every 
weapon of propaganda and pub- 
licity at their command would 
be used. “After this year, I 
don’t think the Fair will be bi- 
annual,” he said. 

J. F. B, O'Shea, the Fair's 
general organiser, appealed fo for 
exhibitors’ support the edi- 
torial cam ohn. Poster pub- 
licity would include 16-sheets 
concentrated in the Greater 


First National 
Boat Show 


Dates have args been 
booked for the first National 
Boat Show, to be organised by 
the Ship and Boat Builders’ 
National Federation and spon- 
sored the Daily Express. 

It be held at the Empire 
Hall, Earls Court, oo Decem- 
ber 30 to January &, 1955. 

Two reasons have prompted 
the Federation to broach the 
new venture, the outstanding 
success of the small craft section 
of the British Industries Pair, and 
the floor-space restrictions on the 
boats’ section of the Motor 


Show. 
The Daily Express, whose vice- 
irman the Hon. Max Aitken 
is a keen yachting man, will be 
asible for publicity. 
Riready over 100 manufac- 
turers and other firms with 
interests in the boating and 
yachting field have promised 
stands. All types of boats will 
be on view, from the large 
powered cabin cruisers down to 
small skiffs and canoes, The 
Federation hope to interest the 
Admiralty, who might be per 
suaded to show some of i 
small service craft, 
The Federation's part of the 
—- is in the hands of the 
B . secretary T. A. Webb, 
and a committee of members at 


present holding weekly meetings. 


An artist's impression of the British Food Fair, Olym the windmill 
will the whole dow. 'T, The top of its 


which wane the he Yo 


London area, particularly at 
suburban railway stations and 
main line termini, and there 
would also be double-crowns for 
the Underground, streamers for 
buses, as well as stickers free 
to exhibitors. The press cam- 
paign would be concentrated 
this year on the London evening 
papers, in which big spaces 
would be taken. 

He urged exhibitors to incor- 
porate an animated “crowd- 
stopping” device in their stands; 
to train their sales staff to take 
advantage of the few vital 
seconds in which people stopped 
there; and not to build up the 
counters and the goods on them 
to make the stand look like a 
medigval fortress under siege, 
or assemble the sales force out- 
side it like a “living rampart.” 

Details of the “International 
Kitchen” which the Gas Council 
will present were given by its 

ress and information officer, 

eg Hinder. The gas industry 
proposed to spend a very con- 
viderable amount of money on 
publicity in national and pro- 
vincial papers, magazines, and 
elsewhere, revealed. 

Frederick Monkhouse ionk 
& Glass), chairman rad the 
rs) g committee, who pre- 
Ho ge exhibitors to “get 
action” into their stands. 

“We don’t want them to look 
a a and rows of grocers’ 

poe ol said. Exhibitors’ 
— icit trould tie in with that 

air. “ We are trying to 
=. the housewife here as 
food-conscious as she is in 
America,” he claimed. 


a hondved fe ae above the ground. 


Film show for 


R men 
On Tuesday, March 30 a film 
show for members of the 
Institute of Public Relations is 
being given ~% Shell-Mex and 


B.P. Ltd. at Shell-Mex House, 
London. 

Following an introductory talk 
by J. P. Gaudin of the com- 


pany’s trade relations depart. 
ment, three films will be shown: 
“Handle With Care”: on the 
problems of packaging for ex- 
port; “The Farm Adoption 
Scheme”: produced to interest 
townsfolk, particularly children, 
in the joys of the countryside; 
and “Pull Circle’: a cartoon on 
the problem of the oil industry 
in backward countries. 


“IF YOU WANT TO 
GET AHEAD...” 


The annual Outfitter hat census 
was conducted at Fulham foot- 
ball ground on a recent Saturday. 
Percentage of spectators without 
hats was 44.0, an ——_ of .1 
per cent over last yea 

Figures for those aw hats 
were: snap-brim 24.8 per cent 
a — with 28.9 per cent 

7 26.6 (22.8), 
hombares 13 (2.8) and bowlers 

(.1) 

The survey eo & “Particularly 
interesting was the figure for 
berets worn—which was almost 
double at 2.9 per cent. The 
increase in of berets 
may account for their rise in 
popularity.” 
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Romance and 
mystery in the 


‘smalls ’ 


Under the heading “There is 
romance and adventure hidden 
here” the Evening Chronicle, 
Newcastle, ran a brightly written 
news story drawing readers’ 


tery 
adventure” which filled the 64 
columns of “situations vacant” 
in the classified pages of their 
paper the previous day. 


More overseas 


buyers for BIF 


Three thousand buyers from 
87 countries—a 20 per cent in- 
crease in early acceptances—have 

announced their inten- 
tion of attending the British 
Industries Fair in May. 


Europe, followed by the Com- 
monwealth and the Middle East. 


Grocery trade sections combine in new venture 


An experiment in trade rela- 
tions brought two sections of the 
grocery trade together in the 
Corn Exchange, Manchester, to 
ventilate problems of sales co- 
ordination between man 
turers and wholesalers. 

The conference was arranged 
for the North of England Whole- 
sale Grocers’ Association, in 
collaboration with the Federation 
of Wholesale Grocers, to discuss 
problems arising from the distri- 


bution and sale of groceries. 

To make sure that people at 
all levels of the trade were able 
to see exactly how they fit into 
the distributive pattern, the scope 
of the conference was broadened 
to include everybody who 
handles groceries in transit from 
factory to shop. 

Main speaker was Bernard 
McCarthy, sales manager (pack- 
aged goods), of Brown & Polson, 
Ltd., who spoke on sales co- 


ordination and the trade’s efforts 
to please the housewife. 

Major E. K. Edwards, vice- 
president of the National Federa- 
tion of Wholesale Grocers, 
underlined the need for sales- 
men to co-ordinate their efforts 
with advertising campaigns for 
the goods they are selling. 

The —— was devised and 
presented the press and P.R. 
division | Napper, Stinton, 
Woolley, Ltd. 
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wea % So 4 oe lights attached to the under- 
| / 3 ' z a side of its wings, flew across (i 
5 aleminmeeed \ lig . Lenton and the cubarbe 
; ofl «eee: eel Oe oT ae “ ssi, during early part ‘our 
| ~ os ey Ae de * evenings. 
“a #4 Zi 3 eee 4s ’ a —— The Ovaitine contract was ] 
- ae ete nF ss Sens " ~ completed with tly 
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rays day and A 4 and this 
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‘plane to advertise its latest 
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Ministry’s 
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In this installation by Franco myn? Leeds branch, for Cornelius Parish os. 
the two Austin “A's” at either end of the premises are linked by a si 


flasher, so that the flash on and off in unison. The message “ Austin 
Can Depend On It” comes ye nag gue There is°233 ft. of blue 
t 


How public relations advertising can 
help international trade 


Business leaders and foreign POSSOSO SO Se 
governments should use adver- 
tising in the United States to tell 
the full story of international 
trade and how it affects the 
average American, 

That is the main theme of a 
16-page booklet issued this week $f S8P powers and detergents» 
by the New York Times. 

Copies of the booklet, Public 
Relations Advertising, K to 
More Trade With the United 
States, are being mailed to 
foreign trade groups in the U.S., 
and to business executives and 4 usually 
government officials abroad con- 4 


cerned with international trade. ' ee for the onal - 
never explained “handy” now at 

Facts 2 about lid. | The “Tide” 
The booklet points out that family-sized pack ould be 


most Americans are uninformed 
about international trade because 


the facts never have been ex- ing detergents or soap 
plained in terms the average man powders for more than the 
can understand. proposed prices would be 

The facts of international trade liable to a maximum two 


“must be brought down from 
the stratosphere of international fine for a first offence. 

economics,” the booklet urges. 
Public relations advertising 
gives the business man abroad an }the Commons to Sir Richard 
opportunity to make Americans 4Acland (Labour, Gravesend). 
think about ~ —— of + ——s 
international tra t the same 
time it publicises the products Tax appeal succeeds 
roy concerns want to sell in 
he US. market to be mulcted of tax in respect of 


the Inky Way Annual, which in the 
Winning friends coures "ol six years, raised over 
Simply put, the bookies “Syne fer Tiset Stet aces, 


explains, pu lic relations adver- jive claim to tax, but 
tising attempts to win friends. was made, and after nearly 
It tries “to establish a sym- 18 months’ delay, was head 
pathetic, friendly attitude toward recently. After claim Cc 


you, what you sell, the way you : 
conduct your business. It Inky Way Annual, that the 4 
attempts to show and explain was : 
your problems and Me relate those non-taxable, 
oblems to the reader.’ f I. 
M Detailed case histories of six Pending determination of this 
blic relations campaigns con- ‘* ' 
ucted in the United States are Other beneficiaries 
given in the booklet. They in- way have been Old Ben 
clude campaigns of = a NABS. 
Electric Company, the Institute — EER - 
of Life Insurance, the Lents OT geen og Paige os 
Industries of America, t ul K elihe 
Natural Rubber Bureau, the Hudson & ee their third 
European Travel Commission, annual peed and dance at the 


and a “package” promotion Wi ‘on Saturday. Four hundred 
carried out by various German members and their guests attended 
Government agencies and Ger- and were welcomed by the firm's 
man business concerns, managing director, Robert Paterson. 
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Appeal Court 
ruling on 


option clause 


An appeal by General nee Ser- 


Bristol, was dismissed by the 


lets for use at Bruncl House Coes, 
Bristol, and they had an option to re- 

issue the booklets for a further term of 
three years. The hotel was closed on 


of the first three years. 


Mr. Wilson, replying, said that the 
defendams decided voluntarily to the 
hotel, and they must take the contrac- 

consequences. 

Lord Justice giving fudg- 
ment, said that the plaintifis made a 
profit from revenue they for 
advertisements in the booklet 

Mr. Wilson had submitted that an 


the option could operate, and his lord- 
ship thought that once it had been 
decided that the option depended on the 
) —_ A 


that 
date it had been decided that the hor! 
would not be in existence when the 


templa 
booklets would be supplied 

Lords Justices Birkett and Romer 
agreed that the appeal failed. 

Leave to appeal to the House of Lords 
was refused. 


‘Systematic fraud’ 
says judge 


in a reserved judgmem at Westminster 

Court, Judge Blagden dismissed 
an action brought by Pacy Morris and 
Company, an advertising firm, of Mount 
Square, W., againnt 


of Palmerston Road, Wi Middle- 
sex, for £25 4s. for advertising. Mr. Judd 
Was granted cosis. 
ww tiolding that Bernard Pacy, a director 
< the plaintiffs, had induced Mr. Judd 
emer into the contract by 
pe Blagden declared that Mr. Pacy 


entered into contracts with plaintiffs after 
being wld a, —~- -—~~ monopoly 
advertising on at 

Sr... = .3 ae 


Agent acquitted 


When Charles Redvers Hooker, 53, 
advertising agem, was acquitted at Brad- 
ford of a charge of obtaining £8 by false 
pretences the Magisirates awarded him 
five guineas towards the cost of his de- 
fence. The chairman said they were of 
the opinion tha: the proceedings should 
not have been brought. 

Hooke:, who was employed 
Blackpool publications firm, was aliteed 
to have called at Norman and Ivenc 

, Bradford, hairdressers, pu a 


Bradford directory on the coumer and 
told an employee that there was £8 w 
pay, saying that Mr. Parker had said 
it would be all right, The employee 
paid him the moncy. 

Norman Parker said he paid £8 
May, 1952, for an advertisement in 
directory, but he had not seen Hooker 
before and the employee had no authority 
© pay moncy to him. 

Hooker said that all be did was to ask 
for a renewal of the advertisement and 
said the charge would be £8, He denied 
saying to the employee that k would 
be all right as he had seen Mr. Parker. 


BANKRUPTCY 


The public cxamination of James 
Michael Doyle, formerly of 102, Queens 
Drive, Glasgow, advertising agem, was 
held at London Bankruptcy Com. Carey 


disclosed liabilities of £246 and no assets. 


Questioned by the Official Receiver, the 
debtor agreed that he had been one of 


£350 as his share of profits. 
The dettor admitted that be had been 
put imo bankruptcy for personal debts. 
The Registrar adjourned the examina- 
---§ Ky the <iebtor to make an 


from his carnings for the benef: of 
creditors. 


WILLS 


Wutum Kiexwoon, father of actress 
Kirkwood, 'S Wile Road, 
Gatley, Cheshire, advertising manager 
for Manchester Liners Lid., who died 
suddenly on December 28. left £509 


Maiden Green Avenue, Worcester Park 


Huseer Wim Beep @r Huben 
William) House, of Bim Close, Bassen 
Avenue, Southampton, for many 

of the Southern Daily 
£i, 100 10s, 8d. gross, £1,054 9%. 8d. 
net 


the Herts Advertiser Printing Co. Led., 
former assistant manager of the advertise. 
mem departmen of the Luton News, tefi 
£4,989 &. 3d. gross, £4,030 17s. 2d. net. 

Hasoto Wiiuem Gaern Huron, of 


Moss ° . Ormekirk, 
Lancs, chairman of directors of Thos, 
Hutton Lid roprictors of the Ormskirk 
Advertiser, ich £20,052 2%. 10d. gros, 
£19,949 15s. id. net. 


Goupon Caossz, of 64 Lauderdate 


v& 7 

publishers, Pw £12,703 i4s, Id. 
gross, £12,539 2s. net, 
Geonce hag Wutam Srusas, of 
Olendower, 441 Read Road, Winnersh. 
Wokingham, Be 


dicate, Bristol, left £441 13s, lid, gross, 
£376 3s, Sd. net. 


CHANGES OF ADDRESS 
A. & A. Displays Lid. w 26 Wen- 
minster Bridge Roed, London, 8.8.1, 


Cettuter Clothing Co., Lad, ora 
+ hme tw 1 Lone Lane, London, 


Ansio Fancy Products Li4., w 266 
Relsize Road, N.W 6. 


Tantivy Press (editorial esvemring and 
trade eo to 3 Cromwell » 
London, 8.W.7 


m, 
i. © eae 


Aldridge Prem 
Lane, London, W 


Future— naverticmen departmemt’ to 
Sis Rathbone Place, London, W.1, 
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a nt — ose ee ee ae 
if = ame i hee dat. pe he 
5 —s ot ee ; 
(ee ce - - ‘ . Dover Street, London, W against the 
dismissal by Mr, Justice Glyn-Jones of 
their claim for damages from the Grand : 
Hotel Company (Bristol) Led., of Com 
Scrcet, 4) zi | 
Coun of Appeal. in 
Mr. Roy Wilson, Q.C., for General Fo taal 
Publicity Services, said that in May, 
_ mt 
Ocrober 31, 1952, and the optios nad a a 
been exercised two days previously. , 
Smet somite tat soon a te | 
option wes ue a! we — a partnership carried on wnder the style : 
— ha | pM a Soskien for otf “St. Dunstan's Road Publicity 
another three years from May, 1953. Services.” The arrangemem only lasted 
Mr. P I . OC., for the t j about six months and he received shout : 
company, contended that the option 
could not be exercised unless the hotel 
business was being carried on at the end 
ft 
option was like an offer which remained * 
open, and when it was accepted on ! 
October 29, 1952, there was an irrevoo- a 
able contract for a further three years. gross, £4 a 
The hotel was the subject-matier on which " ‘ 7 " ™ — "| 7 
4 ay 
Surrey, a director of Allied Advertising 
(London), Lid.. and the Hanw & Sussex - 
Priming and Publishing Co., Lid., left : 
: Jones was t gi when he held that “—— SS “oe ot M ava 
E a wh, ey * + ~*~ LD WARD aRLes §6PAIN, sella, i 
the oo Claremont Road, Deal, Kent, editor and ae 
reduced from 3s. 9d. to 3a. 1d. partner in the Deal, Walmer, Sandwich é 
Under the Bill anyone sell- and East Kent Mercury, teh £14,769 ‘ 
- gross, £14,684 net os 
OF jOn- pe he! 
Chasies Tuomrson, of 13 Poplar Road 
East Didsbury, Manchester, a director of ; 
R, H. Jackson Lid. the Manchester 
advertising agency, left £4,209 158. 5d. 
gross, £3,865 7s, 6d, net, ; 
Eowm Eppy, of The Clolsers, Abbey : 
View Road, &. Albans, a director of 
pe " 
F Th cer, a 
Mans A f any 7a : 
or irs ur <T Wagea } ict 
vystematic course of fraud on garage Ver 
proprietors and others similarly employed o' 
in North-west Middlesex and South-east 
Hertfordshire." ; 
Four witnesses alleged that they had 
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Institute could help in time 
of national need 


blight the delicate flower of true 
democracy, but could your 
Institute consider whether some- 
thing could be done to persuade 
— to work more effectively 
or real peace? And has it con- 
sidered what contribution it 
would make to the strength of 
our country should the ‘cold war’ 
turn again to overt war? It 
seems to me that your Institute 
is of the stature to do such 
things.” 

A. A. McLoughlin, president 
of the Institute, who presided, 
claimed that no one who saw 
the recently published list of 
organisations whose public rela- 
tions officers were included in the 


YOUNG MASTER 
PRINTERS’ THEME 


Theme of the Young Master 
Printers’ annual conference 
which opens to-morrow age = d 
at Buxton is “Have we the right 
attitude of mind?” towards new 
techniques, finance, and labour 
relations. 

Speakers include: New tech- 
niques and processes—Eric B. 
Humphries, managing director, 
Lund, Humphries & Co., Ltd.; 
Compan finance—Philip C. 
Lloyd, chartered accountant, and 
secretary, Liverpool & District 
Master Printers’ Association; 
Labour relations—Jos, F. Morris, 
managing director, Brown, 
Knight & Truscott Ltd., and vice- 
chairman (litho) of the Federa- 
tion’s labour committee; The 
trade union  attitude—Stanley 
Gilman, assistant secretary, 
Amalgamated Society of Litho- 
graphic Printers. 

e conference will be opened 
by the Federation vice-president, 
Geoffrey C. Griffith, chairman, 
W. P. Griffith & Sons Ltd. 


TRAINING AWARD 


Motor Trader has given £150 
annual scholarship to the Insti- 
tute of the Motor Industry for 
use in connection with its new 
residential training scheme for 
students. It is a four-year 
course, covering management, 
accounting and costing, sales 
and office administration, and 
the law relating to the motor 
industry. 


Keliher’s profits up 


Consolidated profits of Keliher 
Hudson & Kearns Ltd., printers and 
process engravers, for the year 
ended November 30, 1953, were 
£28,674 (as compared with £26,602 
for the previous year). £21,500 
goes to general reserve (as compared 
with £18,500) and £2,000 to staff 
pension reserve (£1,500). ; 

The final dividend on Ordinary 
shares of 124 per cent, less tax, 
brings the year’s total distribution 
to 20.57 per cent approx. (20 per 
cent previous year). 


Institute’s membership could 
have failed to be impressed by 
the growth of public relations 
practice and the growing impor- 
tance of the Institute. More and 
more the Institute wag becoming 
recognised as the authoritative 
body speaking for public rela- 
tions. But it would never be 
able to speak with a completely 
authoritative voice, however, 
until every qualified P.R.O. was 
in membership. He believed it 
true that where public relations 
has been adopted as a policy, 
whether in industry, commerce, 
central or local government there 
were more doors open to the 
press and far more general co- 
operation to-day than ever 
fore. 

“In this connection,” he said, 
“I am often struck by the 
ignorance and misunderstandin 
of the function and working o 
the press which exists in many 
= rao news-producing spheres. 

here a P.R.O. exists it is clearly 
his job to educate all within his 
sphere of influence in this media 
—and what a difficult job this 
sometimes is! 

“Bearing in mind the many 
potential news-producing spheres 
where there is no one to do this 
work, however, I often think that 
the press ‘might be wise to con- 
sider # public relations campaign 
for itself.” 

speed by ih A. Waeteohe, 
pro y R. A. Paget ec, 
Galanos of the Institute’s 
council, 

Held at the Trocadero, the 
dinner was greatly enjoyed by 
more than 220 members and their 
uests. There were ae 
ing from sparking plugs to cash- 
mere twin sets—for everybody, 
given by many firms, and pre- 
sented during an interval in the 
dancing, bi unice Gayson, the 
actress. Christopher Hewitt pro- 
vided witty songs. Announce- 
ments were made by the Town 
Crier of Hastings, complete with 
uniform, top hat and bell, and 
a stentorian “Oyez!” 


INTERNATIONAL 
BEAUTY SALON 


Pictorial Display Co., Ltd., 
London, subsidiary of Pictorial 
Publicity Co., Ltd., are — 
ing the stands and décor for 
Britain’s first International Salon 
of Beauty, which brings leading 
London and Paris beauty experts 
to 45 Park Lane to-morrow 
(Friday) for 10 days. 

Firms exhibiting will include: 
Charles of the Ritz, Christian 
Dior, Moyses Stevens, Charles 
Partridge, Chanel, Lucien Lelong, 
Guerlain, French of London, 
Roger Fontaine, and i 
Hartley. Film sho 
given on make-up and 
surgery. 


One | the fleet of “Swift” cars to 
main function of the cars is to distribute hundreds of thousands of tokens 
to children. The tokens will be take 


for any one of the first four issues of ‘‘S 


ote Hulton’s new comic. The 


n to their “or and exchanged 


IFT.” 


support for the scheme. 

Text of the Government’s Bill 
to permit the introduction of 
competitive television is to be 

blished almost immediately. 

he Popular Television Associa- 
tion has called press conferences 
for Friday afternoon and Satur- 
day morning to discuss “whether 
the Government's proposals are 


“In October, 1952, we entered 
upon a programme of sponsored 
television after many years of 
successful radio advertising of 


have not been advertising on tele- 
vision for long as yet, the results 
so far are gratifying, and your 
management feels that the returns 
amply justify the heavy expense. 
We shall continue such advertis- 
ing, which is essential for the 
continued growth of our package 
sales.”"—D. Abel Smith, chair- 
man, Borax Consolidated Ltd. 


likely to lead to the establishment 
of a workable system.” 
Advocates of competitive tele- 
vision regard the financial 
proposal as “the price of com- 
promise” and emphasise that 
‘free enterprise offered to intro- 
duce an alternative commercial 
television service with full trans- 
mitting equipment at no cost to 
licence-hoiders.” 


The annual report of the Brad- 
ford Chamber of Commerce 
| states that the Chamber's opinion 


Financial ‘compromise’ on 
competitive TV 


THE Government’s plan to provide an assured revenue of 

£750,000 a year for the competitive television authority, 
out of funds secured by an increase in the television licence 
fee, has been welcomed as “a step in the right direction,” by 
critics who had objected to advertisers supplying sole financial 


Technical 
problems 


Competitive television will 
face a considerable problem in 
getting enough technicians, said 
D. K. Wolfe-Murray, P.R.O. to 
the B.B.C.’s television service, in 
a talk to the Incorporated Ad- 
vertising Managers’ Association 
in London. He believed that the 
proposed corporation would be 
carefully watched by the 
Government and would offer 
little aoe in salary or position 
to anybody who switched from 
the B.B.C. 

Mr. Wolfe-Murray claimed 
that when all the B.B.C.’s pro- 
posed channels came into opera- 
tion, they would be able to reach 
89 per cent of the population. 

Writing or production for 
television had little or nothing 
in common with the same tasks 
for radio, he thought. The 
finest TV producers originally 
learned their trade in the theatre, 
were subsequently associated 
with films, and then added “X,” 
that unknown quantity, and 
produced the cocktail known as 
television. 

He agreed with a questioner 
that television, whether B.B.C. 
or commercial, used up talent 
faster than it created it. 


BUSINESS MEN ARE IN FAVOUR 


on commercial television is 
divided, although the majority 
of members favour it. 
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CLASSIFIED ADVERTIS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXPERIENCED 


Senior 
en a Accou nt 
Executive 


space department, for type mark- in their Invoice 
required for Malaya 


ups, adaptations, block ordering, 

proof checking. Must have had Department 
Agency experience of similar work. ; 

Salary according to qualifications, Previous agency experience 
good prospects. Write, giving age, essential. Please write, giving 


full details and commencing salary s 2 
required to: details of past experience to: 


Staff Manager 
GILBERT ADVERTISING LTD. 
10 Norfolk St., London, W.C2 


Staff Director 
Colman, Prentis and Varley Lid. 
34 Grosvenor St., London, W.1 


DETAIL.—We 


AN OPPORTUNITY OCCURS in an 
important Film Distribution organisa- 


by 


Master's Limited 


/cory 

are looking for a really good man to 
mechanical production and tion for a man of outstanding merit to 
fulfil the functions of Publicity Mana- 
important accounts. ger and Public Relations Officer, Only 
paid job for the successful applicant.— aman of sound practical experience 
Write full particulars and expected in all aspects of publicity, advertising 
salary to Production Manager, C, J. and public relations work should apply, 
Lytle ks tg Lid., 2-3-4 Dean but past experience need not necessarily 
Street, have been in the Film ‘7 Apply, 

FIRST- Ass RCNWwartes, for_Dis- giving full information, 


An opportunity exists with this old- 
play and BE rade Box 6937 Ad. Weekly 180 Peet St BOS 
Union). 


TUDey 8381 established European Advertising Agency 
VOUNG GENERAL ARTISS soqumed American Publisher for a Senior Account Executive with all- 


for Technical Publicity Deparumem of 
large ees —. —— : E 2 

I . Gr working cc - 
Connery Tove Cees seeks round practical experience in all phases of 
Agency practice. Responsibilities will in- 


include knowledee . Se ye 

ce! ““fatperience in. lewering, simple | | ADVERTISING SPACE 
clude servicing National accounts with 
subsequent control of Account Executive 


photographic re-touching, Rotaprint 
SALES MANAGER 
Group System. Successful applicant must 


work an advantage, Interviews ar- 
ranged in London if necessary. eg | 
for International Editions, This is 
McCANN-ERICKSON © Git wtgmel (fre possess highest recommendations as to 
character and ability. First-class passage 


stating age, experience and salary, 
Box 6946 Ad. Weekly 180 Picet St BCA 
ADVERTISING LTD. responsible man on his way up 
in the advertising profession. 
LAYOUT Box 6959 paid, with six or leave after com- 
Advertiser's Weekly 180 Fleet St EC4 pleting three years service. 
MAN Address applications, accompanied by full 


STORE AND + ADVERTISING. 
Samson Clarks ve @ vacancy for a 

He must be experienced in National young lady with several 

Advertising, have a versatile sense of ence of store advertising. Knowledge 


; . of production routine and blockmaki 
design, embracing a keen understand- procedure essential, and flair for 
ing of lettering and typography and the “descriptions” desirable. Write, stating 

one , age, experience and salary required, w 
ability to produce finished troughs. the’ Secretary, Samson Clark & Co. 
Please write for appointment stating t. 57/61 Mortimer Street, 
expartenas eae YOUNG ViISUALISER- ARTIST required 

General Manager in small, 
McCANN-ERICKSON 


ADVERTISING LTD. 
Brettenham House, 
Lancaster Place, W.C.2 


16-6, Cecil Street, Singapore 


have a vacancy for another 


details of personal history, past and present 
employers, etc., to “Executive’’,c/o Messrs. 
Foote, Cone & Belding Ltd., 27, Hill Street, 
Berkeley Square, LONDON, W.1. 


Lively - essential. Write 
Box 6803 Ad. Weekly 180 Fleer & BCS 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISEMENT 
REPRESENTATIVES 


required by leading engineering 
export journal. Reorgenised areas 
evailable »—(a) Lancashire, Cheshwe, 
pert Derbyshire end North Wales 
ond, (b) Shropshire, Statiordshi 
Heretordshire, Birmingham, the Bleck 
Country and South Weles Previous 

wh ison i qualification 
and full details of career must be given 
in first letter. 


MACHINERY LLOYD 
6 Cavendish Place, London, W.1. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Makcn 4. 1954 


APPOINTMENTS VACANT 


A g004 salary will be paid 10 a man 

with the right experience. Age 
Write, giving fullest details 

of past experience 

Box 6939 Ad. Weekly 180 Pleet St BOS 


ADVERTISING COPYWRITER 
AND PRODUCTION 


First class man or woman required by hate 

West End Departmental Store. 

fully experienced in fashion and x 
A sound ond practical 


Box 6944 
Advertiser's Weekly 180 Fleet St EC4 


BOROUGH BILLPOSTING 
COMPANY 


Several young men of good and varied 
experience are required to understudy for 
executive positions in London and provinces. 


Write, in strictest confidence, personally, to 
G. L. McLellan, 


112 High Holborn 


* London, W.C.1 


MEDIA 


Man or woman with experience in 
space buying, schedule planning 
and media reports required for 
progressive medium-sized agency. 
Excellent prospects. 


ARTISTS 


General commercial artists with at 
least 3 years’ studio experience 
required. Our staff know of this 
advert. Write fully in confidence 
stating age, salary, experience to : 


Box 6947 
Advertiser's Weekly 189 Fleet St EC4 


ARTIST, aged about 22, for West London 
Primers and i 


DIRECTOR of Publicity Com- 
pany in Wes of B 


first-class visuals for National {bition 
display schemes, Top salary tw keen, 


enerectic and ee a man. 
Box 6940 Ad, Weekly 180 Pleet St BC4 


ay =" typesetting and gencral 

tment routine. This 

oy excellent opportunities for a 

keen man. Write or phone for an 

appoimmen to Production Manager, 

Alfred Bates & Son, Lid., 130 Fleet 
Sweet, E.CA. CENtral 8851, 


TECHNICAL ARTIST (male) ——. 


Capable of pr 
diagrams from biue prints and ; bes 
graphic reference. London Studio. 

Box 6960 Ad. Weekly 180 Fleet St BC4 


VERSATILE ARTIST for finished art- 


work on General Publicity. One able 
to mix good lettering with illustration 
colour. Write or 


oad, Teddington 
: KINgston 1241, 


trained. 


picture of yourself to: 


SHELL 
WANTS A SENIOR 
VISUALISER 


A fine opportunity for a man of outstanding 
ability to work in progressive atmosphere both 
in London and abroad. 


He must be not more than 38, and Agency 


The position is a responsible one with many 
advantages not obtainable elsewhere. 
Please write in first instance giving a broad 


THE SHELL PETROLEUM COMPANY LIMITED, 
STAFF DEPARTMENT, 
ST. HELEN'S COURT, LONDON, E.C.3 


FIRST-CLASS CREATIVE ARTIST re- 
quired by medium sized agency 
handling very good accounts. Must have 


to join 8 busy team working under excellent 
conditions. Write of ‘phone for appointment. 


ues . 
CENTRAL 5704 or write, ~ experience 
and salary required to: 


NEW ERA ADVTG. SERVICE LTD. 


TIME & TIDE requires now 


classified 
advertisement ~~ ter Lon- 


Bloomsbury Street, London, W 
YOUNG LETTERING ARTIST 
gent. A.B.C., 18 Thurloe Place, 


Publiehiag House. Must be experi- 
enced worker, accustomed to handling 
a variety of keneral subjects including 
figure. Knowledge of reproduction pro- 
cesses an advantage. Age not over 35, 
Write, giving details of age, experi- 
ence, qualifications and salary required. 
Box 6952 Ad. Weekly 180 Pieet Ss BCA 


LEADING PHARMACEUTICAL 
MANUFACTURERS 

require an additional Medical Writer 
(male) in their London office, able to 
prepare copy and advertising cam- 
paigns directed to the medical and 
allied professions in this country 
and overseas. Applicants should 
enjoy clear English prose and be 
able to write it to order; should 
have read widely to satisfy an 
omnivorous curiosity; should be 
able to put broad principles into 
practice in sometimes tedious detail; 
and should erjoy solving a continu- 
ally changing diversity of problems 
Agency experience or a knowledge 
of medicine or pharmacy is not 
necessarily an advantage. Appli- 
cants should have completed their 
period of National Service and 
probably should possess a Univer- 
sity degree. 
Apply giving age and full details of educa- 
honal background and previ ri 
if any, to: 
Box 6942 Advertiser's Weekly 180 Fleet St EC4 


JIRED—ASSISTANT TO = 
CITY MANAGER of large 
facturers of plastic materials. .— 
advertising experience desirable. The 
pos & ase cee Se oS Ser 0 Se 
dealing with administrative detail 
and the co-ordination of sales informa- 


R. F. BLAY LTD. 


urgently require 


FIRST CLASS 
LETTERING ARTIST 


The man we require can produce 
free-style and drawn lettering that 
has real style. He has been work- 
ing for a number of years on 
national advertising accounts or 
has had equal experience with 
leading publishers. He is capable 
of earning a minimum of £750 p.a. 


also 


LETTERING IMPROVER 
A wonderful opportunity for ae 
young man with some studio ex- 
perience and a flair for lettering 
and design to further develop under 
the guidance of one of the foremost 
designer-layout men in the business. 
The successful applicants will join 
a friendly team producing first- 
class work and will be eligible for 
staff pension scheme. 


Write to the Managing Director at : 
10 GEES COURT, OXFORD ST., W.1 
or phone MAY 5041 for appointment 
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Aged 25-28 years Fully experienced require 
58 originality, good agency experience and 
a finished layeut style of distinction. 
22 Early future prospects as Art Director. 
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Fs phone for appoinument to Studio Mana- 
ae ger, Rooster Publicity Lid Bracmar 
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and = current achievements selling 
“smalis’’ by personal approach and 
: through mails Business Manager, 32 
; ; 
tion from various departments. Appli- 
oe cants should preferably be living in 
Chingford area. Write, stating age, 
; experience and salary required, to 
: 4 Publicity Manager, BX Plastics Lid., 
Higham Station Avenue, London, E4. 
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APPOINTMENTS VACANT 


ASSISTANT 
CHIEF DESIGNER 
An unexpected vacancy in the 

above post has arisen in 
Claude-General Neon Lights Ltd. 
Pitman House, Parker Street 
London, W.C.2 
Will qualified applicants please 
write to the Managing Director, 
giving full details of their past ex- 


perience. Such letters will be 
treated in confidence. 


° Street 
Agency. Reply, stating qualifications 


and salary required, to 


Box 6962 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
MANAGER 


required by the Boy Scouts Asso- 
ciation for monthly and weekly 
journals. Must be experienced 
space-salesman. Good prospects. 
Applications to: 


Secretary 
BOY SCOUTS ASSOCIATION 
25 Buckingham Palace Rd., London, $.W.1 


PRODUCTION ASSISTANT required by 
advertising 


agency (R.PA.). Excellent oppor- 
tunity for right man tw build important 
job of increasing scope and valuc.— 
Apply giving age, cxperience, approxi- 
Mate commencing salary required, to 
Box 6897 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


HADDONS 


want 
1 =©a Chief Typographer 


2 a Creative Visualiser 


and want them 
good and quick 


For an appointment with the Art Director 
write or telephone the Personnel Director 


JOHN HADDON & CO. LTD. 
11 Salisbury Square - London - EC4 
Telephone: CENtral 8156 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


— 


ADVERTISEMENT 
REPRESENTATIVES 
required 


for London and Provinces. Salary 

or commission. Only men (or 

women) capable of earning £1,000 
p.s. need apply to: 


66/68 North End, Croydon 


‘Phone : Croyden 6942 


MALE LETTERING ARTIST required 


for modern design organisation. Excel- 
lem working conditions, Holidays this 
ae Ring Studio Manager, MAY fair 


PRODUCTION MAN 
wanted 
ata teas Gove vee come eae 
block and typesetting ordering. Able te 
work without supervision. 
Apply : 
Box 6982 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT DEPT. of wade | IF YOU ARE A_ FIRST-CLASS 

weekly requires representative. Know- LETTERING ARTIST who would 

ledge of shipping contacts useful. enjoy working in a busy London 
Agency Studio, write to 


Commencing £500-£550. 
Box 6864 Ad, Weekly 180 Flees St BC4 Box 6953 Ad. Weekly 180 Fleet St BOS 


ALLARDYCE PALMER requires a Pro- 


duction Assistant, He must be young, 
efficient, systematic with a good eye 
for dewil. A man with one of two 
years’ experience working with an eye 
to the future would fii the position. 
All applications w “Production,” 


SPACE 
WANTED 


BY MATHER & CROWTHER 


The man we want is young (around 30) with 
unbounded enthusiasm for the job. 


He must have a really sound knowledge of 
all forms of PRESS in U.K.; the ability to 
interpret statistics and surveys, and he must 
know his “ Fleet Street”. 


If you fill the bill, tell us about yourself and 
what you think you are worth. Write to:— 


DIRECTOR OF MEDIA, 
MATHER & CROWTHER LTD., 
BRETTENHAM HOUSE, 
LANCASTER PLACE, W.C.2. 


BUYER 


L PE has a job 
with good prospects 


for a young 
typographer 
who must have 
had some agency 
experience 


Write full particulars to 
THE CREATIVE DIRECTOR 
110 St Martin's Lane ~ WC2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


ARE YOU A FEMALE 


SAWARD BAKER 
require a 
Secretary-Executive 


for one of their Directors. A good 

business head and first-class short- 

hand-typing essential. Similar 

experience in a large advertising 

agency, or in the advertising 

department of a national advertiser, 
@ great advantage. 


Write, giving full particulars of age, 
experience and salary required, to: 
The Secretary, 


Saward, Baker & Co. Ltd. 
27 Chancery Lane, W.C.2. 


. APPOINTMENTS VACANT — 
answering 


employment, excepted 
Notiention ef Vacunciso Onder 1900.” 


Experienced Technical 
COPYWRITER / VISUALISER 


If you can write first-class technical 
copy for engineering accounts and 
create the essential link in a good 
rough visual, we should like to 
hear from you. 
Write details of experience and 
salary required. 
Box 6978 
Advertiser's Weekly 180 Fleet St EC4 


RIPLEY PRESTON 
have vacancies 
for experienced 
ARTISTS 


excellent opportunities for a 
CREATIVE LAYOUT MAN 
LETTERING ARTIST 
ILLUSTRATOR (Line and Wash) 
RETOUCHING AND GENERAL 
ARTIST to work in the ideal, spacious 
well lighted studio of our new premises. 
Only firse class men will be considered. 
Write or phone for appointment 
STUDIO MANAGER 
RIPLEY PRESTON & CO., LTD. 
Ludgate House, 107/111 Fleet St., E.C.4 
Central 8672 (6 lines) 


ARTISTS 
style comic 
3206, 


TRED for American- 
awing. Phone Western 


WANTED. Executive, aged between 30 
and 35, preferably with some experi- 
ence of exhibition management and of 
direct mailing schemes and capable of 
aceepting executive responsibility, for 
position in North-West. An ability to 
type and a willingness to undertake, 
when necessary, some of the more 
routine aspects of administration. 
Permanem appointment with excellent 
prospects, Write, stating age, experi- 
ence and salary required, to 
Box 6945 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY, 16-18, w generally 
assist Advertisement Manager, Write, 
giving full details, age, experience, etc., 
Mr, Morgan, lord. Recorder, 169 
High Road, Ilford, 


ARTIST required for commercial studio. 
Good creative design with ability to 
finish for reproduction essential. Fullest 


details wo 


Box 6965 Ad. Weekly 180 Fleet St BC4 
DESIGN RESEARCH UNIT has an 
immediate vacancy for an experienced 
production assistant for director con- 
cerned with print and package design, 
int and materials. 
Some knowledge of costing and ability 
Apply in writing to 
the Business Manager, 37 Park Strect, 


to order progress 
to type essential, 
Ww.t. 


WANTED. Lady Office Assistant to Ad- 

vertisement Manager of trade papers. 
Capable of acting 
on own initiative. Previous experience 


Shorthand / Typist. 


in this type of work preferred. Good 
Dieasant 


salary, ~~ vouchers, 
conditions, five-day week. Write oe; 
Box 6951 Ad. Weekly 180 Pleet St BC4 


LAYVOUT/VISUALISER 


REPRESENTATION required by silk 


screen printers and transfer manufac- 
turers on commission plus bonus basis. 
Very suitable for a Printers’ Represen- 
tative willing to carry extra line. 
Knowledge of silk screen printing an 
advantage. 

Box 6958 Ad. Weekly 180 Fleet St BC4 

LETTERI 


Pits f-CLASS 


ARTIST 
Gady) for Part-time work. Write, 
stating experience and hourly rate. 
Box 6968 Ad, Weekly 180 Pleet St BC4 


required for 
London Agency. Applicants should 
have previous Agency experience and 
be capable of putting their own and 
others’ ideas into good layout form for 
presentation to clients. Five-day weck 
and ideal working conditions, Write 
fully, including — experience and 
salary required 

Box 6914 Ad. Weekly 180 Pleet St BOS 


“MOUNTAIN GOAT” ? 


The Publicity Manager of an ex- 
panding manufacturing concern, 
with offices in Piccadilly, requires 
a Chief Clerk for his department. 
She is well educated, intelligent and 
has a GREAT sense of humour. She 
is already in a Publicity Depart- 
ment—and loves it. She is a first-class 
shorthand-typist/secretary and 
would love to run a busy, small, but 
compact department—and become 
the Publicity Manager's right arm. 
She has had sufficient experience 
to have developed the “mountain 
goat” brain and will take the com- 
plexities, rush and variety of her 
position with efficient organised 
calm. 


Our staff know we are advertising 

and will welcome you. 

If you feel you are just the “moun- 

tain goat” we want, write and tell 

us why. Salary £400-£450 accord- 

ing to experience. No Age Limit. 
Box 6979 

Advertiser's Weekly 180 Fleet St EC4 


EDITORIAL SECRETARY required for 


interesting trade journal. Opportunity 
to train as Editorial Assistant. 
Box 6938 Ad. Weckly 180 Fleet St BC4 


LAYOU T ARTIST.—-Top class layout 


Applicants will be required to prepare 
high-class pencil roughs for clients’ 
presentation and must also be prepared 
to visualise. Good galary, 5-day week. 
Write fully to 

Box 6913 Ad. Weekly 180 Fleet St BC4 


Young Man’s 
Opportunity 


Assistant required to work with Senior 
Account Executive. Real opportunity for 
a young man (25-30) familiar with the 
groundwork of modern agency production 
and merchandising methods but anxious 
to learn a lot more. Will be dealing with 
leading national campaigns. The right man 
should be capable of developing further. 


Applications giving background, present 


position and salary, enclesing photograph, 
should be addressed to: 


The Managing Director, 
Mather & Crowther Ltd., 
Brettenham House, W.C.2. 


Copywriter 


There is a vacancy at Armstrong-Wardeo for a 
Copywriter. We want an Agency man 
with enough experience to do his own 


thinking . . . 


with enough 


writing ability to convince whichever 
audience he is writing to . . 
to believe that copywriting is a 

vocation, not a sort of commercial hobby. 


The successful applicant will find that the return 
for his efforts will not be small, 
that his future is secure and that he will 


enjoy writing in 


dhs Whecihattaraliads afte halle: 


Please write brief details to: 


The SECRETARY, 


ARMSTRONG-WARDEN LTD. 
69 New Oxford Street, London, W.C.1. 


. with enough enthusiasm 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Graham & Gillies 


REQUIRE A 


Creative 
Typographer 


WITH AGENCY EXPERIENCE 


He should have a 
Good Knowledge of Type- 
faces, ability to produce 
Adaptations neatly and 
accurately, and must show 
visual! evidence of his skill 
in layout 


THE SUCCESSFUL APPLICANT 
will receive a GOOD SALARY 
commensurate with ability 
WRITE IN CONFIDENCE TO 
Mr. Vincent Steer 
GRAHAM & GILLIES LIMITED 
37 Golden Square, London, W.1 
OR TELEPHONE: 
Gerrard 9121 


SCHEDULE TYPIST required for media 
dept. No shorthand but accurate typing 
essential, Five-day week. Smee's Adver- 
tising Lid., "Phone: WELbeck 0774. 

PRODUCTION ASSISTANT required for 
medium size London Agency. Pro- 
gressive job with good prospects for 
advancement. Write, stating age, 
experience and salary required, to 
Box 6964 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED LETTERING ARTIST 
required in the London Studio of 
Alfred Bates & Son, Ltd Must be 
quick, clean worker. Apply, with _— 
mens, to Studio Manager, 130 
Street, E.C.4 

CLERK-TYPIST (Female) required, not 
over 40 years of age, for interesting 
job in Advertising Deparumem of 
Cerebos Lid., Cerebos House, Willes- 
den, N.W.10. (Within few minutes of 
two Underground stations), Must be 
an accurate and reliable worker. 
Pieasant office in which to work, five- 
day week, contributory pension scheme 
available, also staff canteen. Advertis- 
ing Agency experience useful but not 
essential Please apply in writing, 
stating age and previous experience, to 
Personnel Officer. 

SALES PROMOTION EXECUTIVE 
wanted by leading manufacturer of 
branded shirts and pyjamas Duties 
will embrace all aspects of sales pro- 
motion sich as analysis of selling 
problems and development of selling 
techniques, co-operation with sales- 
men on promotional schemes, provision 
of display material and dealer aids, 
package design and presentation and 
general supervision of company’s adver- 
tising. The successful applicant will be 
responsible directly to the Managing 
Director and will be based in London 
but frequent visits to the provinces will 
be necessary. Commencing salary not 
jess than £1,000 per annum. Reply in 
confidence stating age and experience 


to 
Box 6949 Ad. Weekly 180 Pleet St EC4 
PRODUCTION.—A large sign and dis- 
play firm in London require a first class 
man who must understand this business, 
be keen, alert, good disciplinarian and 
able w co-ordinate all departments; 
in addition to understand costing and 
undertake correspondence. May suit an 
Assistant Manager who wants promo- 
tion and good results. Full details of 
past experience and presem employ- 
mem, etc., to 
Box 6984 Ad. Weekly 180 Fleet St BC4 
AGENT OR REPRESENTATIVE required 
by most progressive studio 
Gotlop Photographs Ltd., 
sington Church Street, W. z. WES. 4130. 


| 
| 


| 


APPOINTMENTS VACANT 


YOUNG ASSISTANT required for Pro- 
duction Dept Some previous experi- 
ence of Production routine is essential, 
and the applicant should be keen and 
adaptable. Apply in writing to Person- 
nel Director, John Haddon & Co., Ltd., 
11 Salisbury Square, E.C.4, or phone 
CENwal 8156, 

MARKET RESEARCH OFFICER re- 
quired by important manufacturers of 
consumer lines to handle all market 
research and plan sales promotion cam- 
paigns. Must be widely experienced in 
the collection and interpretation of 
statistical and other data for sales 
control and development purposes. 
University training is desirable and 
direct selling experience an advantage. 
Salary and prospects are attractive and 
applicants should send details of age, 
education, training and experience to 
Box 6948 Ad. Weckly 180 Fleet St BC4 

EXPERIENCED RETOUCHING ARTIST 
AND LETTERING AND LAYOUT 
ARTIST, with experience, required for 
Studio, Ring CENtral 3452 of 4912 
for appointment 

LAYOUT. Really good Layout man with 
experience of technical Advertising. 
Ability to do sme finished work an 
advantage Phone DERwent 4444, 
Geoffrey Dadd Lid., 90 Epsom Road, 


Sutton, Surrey. (Near Morden Tube 
Station.) 
ADVERTISEMENT TYPESETTING 


CONTRACT CLERK, with experience, 
required by old-established City house. 
Knowledge of process ordering an asset 
but not essential. Reply, stating ex- 
perience, cic., wo 

Box 6974 Ad. Weekly 180 Fleet St BOS 

PRODUCTION. Young man with pre- 
vious Agency experience required for 
established London Agency. Sound 
knowledge of Blockmaking and Type- 
faces essential. Five-day week. Write 
fully, including salary required, to 
Box 6975 Ad. Weekly 180 Pleet St BC4 

CLASSIFIED ADVERTISING. Progres- 
sive appointment for person with 
initiative and “‘selective ability’’ for four 
newspapers-one daily, three weeklies. 
Shorthand and/or typing an asset, 
Write, giving short summary of past 
experience Indicate salary required. 
The right person will be given every 
encouragement and heipful advice. 
Box 6970 Ad. Weekly 180 Ficet St BC4 

TRACER, single woman, reqtired by 
Head Office of large industrial concern 
in Westminster area Experienced in 
tracing enginecring drawings. Good 
free-hand lettering absolutely essential. 
Ornamental pen lettering an advantage. 
Good pay and prospects. Pive- day 
week Superannuation scheme. Staff 
canteen, etc. Write, giving full parti- 
culars, to Box 773, c/o Dawson's, 28 
Craven Street, W.C.2 Specimens of 
work submitted will be returned after 
perusal. 

EXPERIENCED GENERAL ARTIST 
required in Agency Studio, must be 
absolutely first-class Retoucher and with 
experience of scraperboard and colour 
work Apply, stating age, experience 
and salary required, to 
Box 6971 Ad. Weekly 180 Plect St BC4 

PRODUCTION ASSISTANT experienced 
in copy detail, ordering and checking 
blocks and typesetting. Write or phone 
for appointment, Production Manager, 

S. T. Garland Advertising Service 
Lid., 52 Mount Street, W.1. GROs- 
venor 3233. 

EXPERIENCED PRODUCTION MAN 
required by small Advertising Agency. 
Preferably able to initiate layouts and 
supervise all stages of work, Interesting 
and varied job. Apply, stating age, 
experience and salary required, wo 
Box 6973 Ad. Weekly 180 Pieet St BO4 


APPOINTMENTS WANTED 


YOUNG WOMAN Advertising Execu- 
tive with 8 years’ Space Buying and 
Production experience, desires perma- 
nent change.—-Picase write 
Box 6891 Ad. Weekly 180 Pleet St BC4 

AGENCY STUDIO MANAGER, artist, 
visualiser - illustrator, seeks similar 


chanac. 

Box 6961 Ad. Weekly 180 Pleet St BO4 
“HAND-PICKED” SECRETARIFS, 

TYPISTS, Telephonists and all —- 

office staff.—-The Wigmore Agency 

Wigmore St., W.1. HUNter 9951/2). 


CLASSIFIED ADVERTISEMENTS 


Experienced 
SPACE REPRESENTATIVE 
heaving reached end of advancement in 
present employ, sooks post with eames 
from presen 


employers, Publishing House of pean wae 
standing 


Box 6943 


Advertiser's Weekly 180 Fleet St EC4 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
W.C.2. WHirchall 5924 

SMART GIRL, 18, requires receptionist 
work, Knowledge of Shorthand and 
Typing 
Box 6969 Ad. Weekly 180 Fleet St BC4 

KEEN PUBLICITY MAN (36) with 
original ideas, seeks progressive posi- 
tion. 

Box 6955 Ad. Weekly 180 Fleet St BC4 

APPOINTMENT OF THREE DAYS per 
week required by designer M.S.1LA. 
Wide experience in advertising layout 
and poster design. 

Box 6941 Ad. Weekly 180 Fleet St BO4 


ADVERTISEMENT 
MANAGER 


Times of india and Allied Publica- 
tions, 1947-1953, seeks similar 
permanent situation at Home or 
Overseas. 


+ Aged 40 years, possessing pleasing 
— and enterprising enthu- 


@s ful spece sat and pro 
moter of space selling 
20 years’ +p 
England and Abroad 
. a ste to © 
venue and prepeteter’ s profit (1953 


eernings £2,300). 


if this is the man you would like 
to meet and see some evidence 
of his exploits, please write: 


R.B., 42 Prince's Square, 
London, W.2 


TYPOGRAPHER-PRINT BUYER until 
recently working for overseas distribu- 
tor whose activities now discontinued. 
Secks post in similar capacity. Ex- 
pericnced in practical printing and 
purchasing on a large scale 
Box 6976 Ad. Weekly 180 Pieet St BC4 

STUDIO MANAGER-ART BUYER posi- 
tion desired where organising and 
artistic abilities would be appreciated. 
Box 6972 Ad. Weekly 180 Fleet St BO4 

WITH OVER 7 YEARS’ EXPERIENCE 
in Exhibition Stand Design and Con- 
struction, also with experience in many 
other aspects of display, keen man secks 
position as production manager or 
similar responsible post, with firm of 
Exhibition and Display Contractors 
Box 6977 Ad. Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


A PUBLISHING HOUSE is prepared to 
offer £5,000/£10,000 for the outright 
purchase of, or controlling interest in, 
a financially sound and well- established 
Trade Journal 
Box 6846 Ad, Weekly 180 Pleet St BC4 

OLD ESTABLISHED well-equipped 
firm of Printers with solid reputation 
for good class work and prompt service, 
has capacity for small monthly 


7/9 Princelet Street, t 
PUBLISHERS wish w buy ouwigh, or 
to acquire controlling imerest in estab- 
lished and financially sound Technical / 
Trade journal capable of further 
| developmem,. Propositions in confi- 


dence wo 
Box 6950 Ad, Weekly 180 Pleet St BCs 


to ry & Co. (Primers) Lid., 
comdon , , 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


TO Ler oe 
MAIDEN LANE 
STRAND 


Entire Building. Newly Decorated 
Central Heating. 
9,500 SQ. FT. NETT. 
Suitable Offices, Drawing Offices. 
Showrooms, etc 


RENT 
£4,250 PER ANNUM 
Apply 
LEWIS and TUCKER 


18 Hanover Street, W.1, 
MAYiolr 5912/3 and 3535 


DESIGNER with small letterpress plant 
secks studio space with printer. 
Tooby, 15 King Street, Covent Garden, 
W.C2. TEM 6491, 


FREE LANCE SERVICES 


LAYOUT ARTIST (ix, Fig.) lises 
in folders and brochures, com- 
Missions. 


Box 6915 Ad. Weekly 180 Fleer St BOS 
WELL EXPERIENCED Free Lance 
Artist specialising in first-class fashion 
work wishes to co-operate with Artists’ 
Agent on a 50-50 basis for seady flow 
of regular work in line, line and wash, 
colour 
Box 6956 Ad. Weekly 180 Pleet St BOS 

FREE LANCE Pigure artist wishes to 
make further contacts 
Box 6957 Ad. Weekly 180 Fleer St BOS 

SWIFT DRAWING OFFICE, 697 High 
Road, Tottenham, or Tel.: SIL 77%. 
Technical Ulustration, equipment or 
diagrammatic, line only. Good, prompt 
work, 

SPARE TIME ARTIST for Colour 
Separation and Process work wamed. 
Write for details 
Box 6981 Ad. Weekly 180 Fleet St BOS 


SALES AND WANTS 


CAMERA LUCIDA-—-Condition as new, 
Pull set of lenses. What offers? 
Box 6954 Ad. Weekly 180 Plees St BOS 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 
result—no fee. Brilexal (stab, 1919), 
80 Leeds Road, Bradford, 


COURSES 


AA and IPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above examinations, These 
Courses have been prepared by ex 
perience’ and successful advertising 
men. 

Year after year 1.C.S, Students figure 
prominently in the lists of passes and 
with our help many sdvertising men 
and women have become Associates 
of the I1.1.P.A. or A.A. Gplom 
holders. 

Ali our did are ched untii 
successful without extra charge, 

We also sive speciaiived traini in 
COMMERCIAL ART, al ER 
DESIGN, LETTERING and SION 
WRITING 

Write to-day for (ree book containing 
full information about our excellent 
instruction service. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


Advertiser's 
eekly 


THURSDAY, Marcu 4, 1954 


S. a copy 
52 a year 
Post free 
55/- (overseas) 


Britain’s 
Industry 


91% of BUSINESS readers 
are the Chairmen, Executive Directors 
and Departmental Heads of British 
Inuustry —the men at the top, who 
plan, organise and direct Britain's vast 
Industrial effort — the men who buy 
for Industry. 

No other publication in, or 
near, its field can claim so effective a 
coverage of Britain's Top Industrial 
Executives, so great a proportion of 
Industrial Buyers or such constant 
readership, for BUSINESS readers are 
regular subscribers 

BUSINESS readers will be 
visiting the B.1.F. to buy for industry. 
If you, or your Clients, are exhibiting 
see that you, or they, influence these 
powerful executives in advance of the 
Fair, by advertising in the May B.1.F. 
Issue of BUSINESS. Copy date is 
March 25th, so 
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Net Monthly Sales 
(A.B.C. July-Dec. 1953) 


EXCEED 


Ring Chancery 8844 NOW for details 12.8 5 i 


COPIES 


eo 
y Published by 
BUSINESS PUBLICATIONS LTD., 


THE JOURNAL OF MANAGEMENT IN 


Published by the Ae BUSINESS 
1954. Printed 


180 FLEET STREET, LONDON, E.C.4. 
INDUSTRY ee 
— 


PUBLICATIONS, Lid., at their office at 140 Fleet Street, London, E.C.4 


STOP PRESS 


TRADE PRESS 
AD BURST FOR 
MARGARINE 


Margarine and cooking fats 
battle starts this week with heavy 
trade press advertising for the 
brands to be marketed for trade 
use. Bakery press carrying large 
spaces for leading manufacturers 

Western Margarine Co., Ltd. (an- 
nouncing return of Spire, Lifthi and 
Silver Arch); Craigmillar & British 
Creameries Lid. (Marvello§ cake 
margarine and a pastry mar- 
garine); Hedley’s (Sweetex, Promes 
and Hedlex shortenings); Auguste 
Pellerin Ltd.; and Southern Oi 
Co., Ltd. (Veltex and Snowdrift 
shortenings). 

Western) Margarine consumer 
brands will be Sunbrite and Eros. 


COMMONS QUERY ON 
ADS IN PERIODICALS 


President of Board of Trade in 
Commons rejected suggestion that 
Merchandise Marks Act should be 
amended to make it an offence to 
publish or print advertisements for 
articles whose sale constitutes an 
offence under the Acts. 

Mr. tThorneycroft told Miss 
Burton (Labour) he was not aware 
of any concern about periodicals 
being prepared to accept question- 
able and inaccurate advertisements. 


Sir Alec Martin, managing direc- 
tor of Christies, will be guest 
speaker at Women's Advertising 
Club of London dinner at Troca- 
dero on Tuesday, March 9. 


Whisky distillers planning major 
sales drive in U.S. to regain lead 
in exports there lost to British 
cars. W. & A. Gilbey have com- 

ee negotiations with Bacardi 

wt Co.. New York, to sell 
Gil bey Whisky in America. Arthur 
Gilbey states present Scotch Whisky 
exports totalling £16 million a year 
are “nothing like enough.” 


Electricity breakdown in Glasgow 
handicapped several weekly news- 
pa without their own mechani- 
cal departments. “Scottish Farmer” 
had to turn to its rival, “Farming 

News,” for help. 

F. Vernon Hewitt, chairman, F. 
Hewitt & Son (1927) Ltd., intends 
to dispose of controlling interest 
in News Holdings Ltd. to Associated 
Newspapers Ltd. News Holdings 
Ltd. are parent company who own 
“Leicester Mercury” and other 
newspapers. They also control 
Midland Newspapers Ltd., which 

ishes “Leicester Evening Mail.” 
Hewitt would remain chairman 
of. News Holdings Ltd. 


(Phone: Chancery 8844 ) 
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in England by Keliher, Hudson & Kearns ltd., 15-17 Hatfields, London, S.F 
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